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ABSTRACT 
The community work method of social work is a method 
creativity. application of specialised skills and 
requiring 
knowledge. 
sound planning and administration and a persuasiveness to reach 
the various sectors of the community in order to accompl ish 
broad based goals. 
Public relations is an occupation that has a sound body of 
I iterature and theory. a code of ethics or conduct. a host of 
taols and methods and also requires sound planning and 
administration. bound together with persuasiveness to reach the 
various publ ics in order to accompl ish goals affect ing image. 
quality of service rendering and marketing of services. 
The present study was concerned wi th ident i fying the 
commonal ities and the differences between the profession of 
community work and the occupation of public relations in order 
to enhance the content of community work theory for pract ical 
application by community workers. The differences between the 
two would. in fact. teach content to communi ty wark. It was 
hypothesised that public relations has a necessary function and 
is an occupation that can be internalised with and applied to 
community worl( for the effect ive market ing of organisat i .J ;-;al 
services. 
A model for inc.orporat ing publ ic relat ions into communi ty work 
was designed and implemented in a direct service welfare 
organ. isution with positive r!)"IJlts. This design is applicable 
to other direct service welfare organisations with innovative 
and flexible management teams. 
.' 
The resIJI ts of an empirical research study. making use of 
random sampl ing and quest ionnaires. was analysed . The resul ts 
indicated that public relations and community work were 
comparable entities with reference to knowledge bases. values. 
sldlls. tools. methods. techniques. ethics and programmes. 
A third group of' respondents emerged in this study - community 
workers practising public relations firmly within the realm of 
commun i ty work. Th is group advocated the use of market ing and 
communicat ion strategies in applying the cammuni ty work met1lOd 
effectively. 
research was 
subsequent ly, 
differences 
The primary difference to 
one of emphasis in applying 
(x i v) 
emerge from the 
work methods and 
community 
which 
work 
wi I I 
can learn a ~reat deal from these 
r p.nde ring enhance service 
correspondingly. 
The culmination of this study led to several highly relevant 
conclusions and recommendations for welfare organisations in a 
Post-apartheid South Africa. The most worthwhile conclusion was 
that community work has a great deal to learn from public 
relations, and that they are combinable entities at every level. 
,. 
, 
.' 
1 
CHAPTER ONE 
INTRODUCTION 
1.1 MOTIVATION FOR CHOICE OF TOPIC 
This study is concerned with th e 
evaluation of effective components of 
ident ifi ca t ion and 
the publ i c relat ions 
field an,j the comparison thereof ta the direct service 
welfare organisations public relations practice. More 
specifically, the method of cammunity work is explored and 
compared to public relations at the levels of historical 
develapment, professional ism, knowledge bases, codes of 
ethics, toals, techniques and methods in order for an 
effective public relations programme to be implemented in 
a direct service welfare organisation. The place and 
function of public relations in community work is exp lor ed 
and practically applied in a modern day welfare setting. 
The new 
welfare 
welfare pol icy 
organisat ions 
being implemented will affect 
tot he extent that extensive 
rat ional isat ion and privat isat ion is being recommended by 
government. It requires that all welfare organisations 
present detailed programme proposals to the Departments of 
Health Services and Welfare for subsidisation purposes. 
Hence, the need for fundraising and organisational 
marketing. The direct service welfare organisation has to 
develop programmes as effectively as possible accentuating 
the need for sound publ ic relat ions and subsequently, the 
need for it to be incorporated into theory being studied 
by social work students to equip them for the programme 
planning and implementation ahead of them . Commun ity work 
lends itself to the field of public relations most 
significant ly. 
The typical image of a welfare organisation is often o . 
poor one, and the publ ic infrequent ly hear about the 
fields that they cover and the services that they render. 
2 
Weyers (1987:4) states that: 
"Die negat iewe invloed van maatskapl ike werk s e gebrekkige 
gebruikmaking van skakelwerk is verder vergroot deurdat die--
professie self verskeie struikelblokke in die weg van 
doel treffende kommunikas ie met die publ iek gel1' he,t." 
With a profession 
rat ional ised, the 
in crisis 
necess i ty 
and with welfare services 
for the inclusion of 
being 
pub I i c 
relations in community work becomes vital as it will improve 
the content of services being rendered as well as the image 
of the social workers and welfare organisations providing the 
services. 
The image situation in the past has been poor. 
Anastasi (1964:305) defines corporate image as: 
" affected by every aspect of a company" s operat ion from 
the qual ity of it s products and nature of its employee 
relations to the appearance of its buildings and grounds .•. .. 
This corporate image needs to be addressed in welfare circle s 
to enhance inward content as well as outward appearance in 
order to market programmes , projects and services to 
management, funding bodies and clients. The practical 
application of public relations within community work is a 
feasible means of attaining these positive end results . 
1.2 AIMS OF THE STUDY 
1. 2.1 
The aims of the study were: 
to investigate the relat ionship be"tween commun 'ity work 
and public relations along pre-det.rm i ned lines of the 
components of a profession, historical development , 
knowledge bases, values ', principles, eth,ics, ski ll s, 
techniques, tools , aims, functions , programmes , 
marketing, corporate image and communication; 
3 
1.2.2 to examine whether public relations strategies and 
techniques could be applied to community work in order" 
to enhance the content of projects and programmes and 
thereby to add to the body of theory perta in ing to 
commun i ty work; 
1.2.3 to devise a model of public relations within community 
work; 
1. 2.4 to apply the public relations model within community 
work to a direct service welfare organisation over a 
period of one year and to evaluate the results. 
1.3 ASSUMPTIONS 
1.3.1 Public relations and community work are comparable 
entities 
1.3.2 Marketing is a function of public relations and can be 
directly applied to community work 
1. 3.3 The two fields have 
differences be tween 
so many 
t he two 
s imllarit les, that 
wi I I facilitate 
enhancement of the content of community work 
the 
the 
1.3.4 Welfare organisations are sincere in their desire to 
enhance or change their images 
1.3.5 Public relations has a business and management 
philosophy that can teach welfare organisations a great 
,. 
deal about attitude and approach 
1.3.6 Publ ic relations and community work both comprise ' 
tools, methods and techniques, and possess marketing" 
strategies by which to market organisational services~ 
" 
4 
1.4 LIMITATIONS AND PROBLEMS OF THE RESEARCH 
1.4.1 Public relations is a broad field and several of the 
respondents selected were practising , but were not 
public relations practitioners in the sense of the 
definitions; 
1. 4.2 The nature of public relations practiced by non-profit 
direct service welfare organisations may have a 
different 
fields; 
emphasis from public relations in other 
1.4 .3 Little literature was available combining pub 1 i c 
1. 4.4 
relations and community work; 
Sou th Afr i can 
was difficult 
literature available on 
to locate, therefore, 
pub 1 i c re I a t ion s 
the content is 
predominantly from overseas which may not accurately 
reflect the South African situation; 
1.4.5 A third group" emerged unexpectedly from the sample, 
namely: social workers practising as public relations 
pract i t ioners. These respondents were confused as to 
how to answer the questionnaire; 
1.4.6 The address I ist of social workers did not specify their 
positions e.g. Director, which gave the respondents 
different frame s of reference from which to answer 
several questions. Fieldworkers had more practical 
hands-on experience whereas manag e rs had more management 
experience, so they repl ied from their pos i t ions point 
of view more than from a general professional point of 
view; 
1.4.7 The response rate from the publ ic relat ions sample was 
less than that of social workers making comparisons 
,. 
between the two groups less likely; 
1.4.8 Some social workers were either unemployed or had not 
been in the field for some time which was evident in the 
manner in which they repl ied to the quest ionnaire, e.g. 
they lacked comprehension of the programme section of 
the questionnaire compared to their employed ~olleagues; 
The third group. that emerged were qualified social workers s till r eg istered 
as social workers with the Council for Social and Associated Workers, but 
were prac tising publ ic relations within a welfare setting. They designated 
themselves with the title of publ ic relations officer and s tat ed that 
they were not pract ising social work. 
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1.4.9 Terminology used in the questionnaire was not- always 
unders t ood by 
one anothers 
understood by 
social workers; 
the respondents as they were unfamilia.r with 
fields e.g. "marketing strategies" was 
public relations practitioners, but not by 
1.4.10 There were no Black, Indian or Coloured returns at all in 
the public relations sample and none in the third group that 
emerged, so an ethnic bias exists since the majori ty of the 
respondents were White; 
1.4.11 Individuals answering did not necessarily have a knowledge 
of the full range of their respective professions e.g. many 
social workers have never practised the community work 
method of social work and answered from a case worker ·'s or 
an administrative frame of reference; 
1.4.12 No code of ethics for sociol workers presently exists in 
South Africo as it does in the United States of America and 
the United Kingdom. Therefore, a basic code of conduct as 
referred to in the Social and Associated Workers Act (1978) 
was taken to be of equal value for the purpose of answering 
this sect ion of the quest ionnaire. It has become apparent 
that social workers require a code of ethics like other 
profess ions, including publ ic relat ions pract i t ioners. 
1. 5 RESEARCH DES I GN AND METHODOLOGY 
1.5.1 Research Design 
The most appropriate design used in this study constituted d 
quantitative exploratory-descriptive desi~n. It was 
exploratory 
developed 
describing 
is ideal 
since the field at this stage is not well 
and descript ive because the researcher was 
features of this phenomenon. The survey method 
for incorporating pract ice " and r'-esearch ,- iit a prob1.em 
, 
.' 
. 
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solving process to extend facts of specific areas of social 
work. The approach used was logical, inductive and 
comprehensive. The design is straightforward and seeks to 
discover' the essential character of social and 
psychological 
Meyer (1969:9) 
phenomena. According to Tripodi, Fellin and 
II exploratory designs have as their major 
purpose the art iculat ion of concepts ... ". 
The present study contained elements of both quantitative -
descript ive and exploratory research designs 
was on describing common and differing 
as the focus 
elements of 
communi ty work and publ ic relat ions and applying them to 
direct service welfare organisations programmes. The 
advantage of the exploratary design for this study was its 
flexibi Ii ty when appl ied to fields that are not well 
developed. 
1.5.2 Methodology 
Literature 
was made 
pub I i c 
study 
of books 
relat ions, 
communication and 
aforementioned. 
Sampl ing procedure 
a comprehensive I iterature study 
and journals about communi ty work, 
social work, marketing" . 
the combination of all the 
a probability sampling method of 
simple random sampling was used with random selection 
based upon a twenty per cent (20 %) figure of the 
universe of publ ic relat ions pract i t ioners and a ten 
per cent (10 %) figure of the universe of social 
workers. 
Survey An 
based upon 
eight page questionnaire "was drawn up 
the content of the literature study 
under taken to exp lore the responden t s i npu t regard i ng 
community worT< and public relations respectively so 
that assessment of commonalities and differences could 
be invest igated and appl ied to a programme in a direct 
service welfare organisation. Questionnaires were 
thus u.Sed to make observations and practical 
appl icat ions. (App. C&D) 
.. -' 
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1.5.2.1 Research procedure 
A universe of 3 380 sociol workers ' wos der ·ived by 
selecting the postal codes of the membership I ist from 
the South African Council -for Social Workers of the 
main areas in the Transvaal, Orange Free State, Natal 
and the Cape Province to work from e.g. 0001 - 2199 in 
the Transvaal. A sample of 10 % or 338 social workers 
was drawn. From a universe of 1190 public relations 
practitioners registered with PRISA, a sample of 20 % 
or 238 people were drawn. (PRISA being the Publ ic 
Relations Institute of South Africa). 
On Thursday 1st March 1990, 338 questionnaires were 
posted to the sample drawn of social workers and on 
Friday 2nd March 1990, 238 questionnaires were posted 
to the sample drawn of public relations practitioners. 
All questionnaires had a stamped self addressed return 
envelope and the return date of 1st April 1990 was 
st ipulated in the attached covering letter. (App . 
A&B) 
By 17th Apri I 1990, an approximate month after the 
return date, the following numbers of returns had been 
received: 
social workers = 199 of which 29 had not been 
completed 
public relations practitioners = 105 of which 35 had 
not been completed. 
The 17th Of Apri 1 1990 was the finaL . cut-off date. 
The few questionnaires that arrived after this date 
were not regarded as be ing part of the research. ,-
invest igat ion. 
A pilot study of 10 respondents (5 social workers, 5 
-
publ ic relations practitioners) had been conducted 
durin~IFebruary 1990 to ensure that the questionnaires-
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were val id, comprehensive 
and adequate categories. 
language changes were made 
result of the pilot study. 
and dealt with sufficient 
Minor technical and 
to the questionnaire as a 
1.5.2.2 Sequence 
a comprehensive literature study comprising the 
disciplines of public relations, community work, 
human relations, sociology, psychology, 
communication and marketing was done from early 
1987. 
- a public relations and communications policy was 
drawn up and implemented from June 1989 in a 
direct service welfare organisation. 
- English ~ and Afrikaans questionnaires were drawn 
up and posted in early 1990. 
data was analysed and presented using tables , 
graphs and figures. 
- a research report was drawn up. 
1.5.3 Presentation of research findings 
Research findings were presented in the 
frequency tables for the 12 sect ions 
questionnaires. 
form of 
of the . 
The chi-square values and p-values of the two main 
groups were computed to ascertain the levels of 
significant difference between the responses. These 
values had no bearing on the third group of 
respondents namely, the social workers pract ising 
publ ic relat ions. " 
Descript ive procedures were then followed wh ereby the 
findings were interpreted and conclusions were drawn. 
Recommendations based upon the findings were then 
made. 
1.6 DEFINITION OF TERMS AND CONCEPTS CENTRAL TO THIS STUDY 
1.6 . 1 Researcher, writer 
These terms have been used interchangeably and r e fer' to 
the author and researcher of this thesis. 
1.6.2 Social worker, community worker, social work, community 
work 
These terms have been used interchangeably in the text 
and have the same meaning for the purpose of avoiding 
confusion. 
Other definitions that arise will be dealt with in the 
text. 
1.7 USE OF REFERENCES 
A bibliography of relevant readings, alphabetically 
arranged is presented. 
In the text, any source direct ly quoted is pi aced in 
quotation marks. All sources, either directly quoted or 
referred to are acknowledged in parenthesis by quoting the 
name of author or authors, the year of publication and the 
page number or numbers referred to. 
1.8 PRESENTATION 
The research is presented in a thesis comprising seven 
chapters. It is divided up into three sections: 
- section one = literature study " 
. " 
- section two = findings, conclusions and recommendations 
- sect ion three = a presentat ion of the bibl iography and 
detailed information contained in the format of several 
appendixes. 
Contained within the thesis are figures, bar graphs and 
frequency tables to elucidate content. Contained within 
the appendfxes is a publ ic relat ions model appl icable to a 
direct service welfare organisation. 
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1.9 SUMMARY OF CHAPTER CONTENTS 
* 
.* 
*** 
**** 
In Chapter One*, a general introduction to the 
motivation, aims, r esearch design and method o logy of the 
study is presented. 
In Chapter Two**, the cha ra c t er istics of a profession 
are explored, then appl ied to commun i t y work and publ ic 
relations. The two fields are further exp lored with 
reference 
compared. 
to their historical perspectives, and 
The pla cement of community work and publ ic 
relations within the social sciences is discussed; and 
their values, principles and ethics are explored. 
Ski lis required to pract i se the fields are elaborated 
upon. 
In Chapter Three***, the place and funct ion of publ i c 
relations in community work is explored within the 
contexts of techniques, tools and general aims. The 
presentation of se rvi ces in welfare organisations is _ 
discussed. Community work is discussed as part of a 
of public mul t i-d i sc ipl inary approach. The role 
relations in community work is explored, then carried 
through into the relat ing of an orga nisati9rl . to a 
community. The link between community work and public 
relations is explored, as well as the utilisation 
thereof· The adminstrative influence in the two fiefds 
pub li c relation~s is explored, 
publics is 
similarities 
discussed. 
and an appl icat ion of 
made to communi ty work. F inally; the 
and differences between the t wo fields are 
" 
In Chapter Four****, the combinat ion of publ ic r e lat ions 
wi th commun i ty work 
programme p I ann i ng and 
light of pertinant 
is exp lored in th e I ight of 
market ing. This 
theory relating 
is done in the 
to market ing, 
programme proposals, corporate image and communication. 
see pages 
see pages 
see pages 
see pages 
1 to 11 
13 to 45 
46 to 70 
71 to 99 
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In Chapter Five*****. the research design and methodology' of the 
study is presented. 
In Chapter Six******, the empirical research findings, yielded by 
the questionnaire, are presented and discussed. 
In Chapter Seven*******, the final chapter, a summary of th e major 
findings of the study i s presented. Conclusions and 
recommendat ions are suggested and. a pract ical appl icat ion of the 
model is presented. 
In Section Three********, a practical model of the implementation 
of a public relations programme within community work in a direct 
service welfare organisations is presented , 
relevant appendixes and the bibl iography. 
- - - - - - -
***** see pages 101 to 108 
****** see pages 109 to 158 
******* see pages 159 to 188 
******** see pages 190 to 263 
together with all 
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SEC T ION ONE 
LITERATURE Sl'UDY 
." 
.-
': . "-
. . , ~ .. ; . . 
CHAPTER TWO 
PROFESSIONAL AND THEORETICAL OVERVIEW OF 
COMMUNITY WORK AND PUBLIC RELATIONS 
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In this Chapter, the features that comprise a "profession" 
are explored and then applied to community work and public 
relations with the understanding that community work is a 
method of the social work profession, and public relations is 
an occupation. 
The historical development of the two fields is briefly 
analysed to place them within comparable realms at that 
l eve l. The nature of the two fields are discussed and placed 
within a social science framework, and finally, community 
work and public relations are analysed according to know/edge 
bases, values, principles, ethics and skills utilised. 
2. 1 FEATURES COMPR I SING A "PROFESS I ON " 
Greenwood (1957:45-55) proposed the attributes of a 
profession as being the following: 
- having a definite goal and a purpose to fulfil specific needs, 
- possessing a body of knowledge, wisdom, doctrine, experience and 
technical competence, 
- having a certain degree of authority and autonomy in the field o f 
its expertise, 
- assuming responsibil ity to society for maintaining standards with 
the professional assuming personal responsbility for his actions, 
- developing its own subculture by means of: 
- norms e.g. service, object ivi ty, 
- values, 
- synbo ls, 
- ethical code, 
- the transmittance of philosophies, ethics, values etc. through 
an educa tiona I process ,, ' 
There is consensus amongst the myriad definitions ava.flable 
that professions differ from "jobs" in their qualities of 
respectability, prestige and rewards. Several authors agree 
that there are certain basic elements · in professions, 
although they are not shared by all professions all of .the 
time. 
They are as fOllows: 
- systematic body of theory 
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- use of knowledge and skill 
- extensive period of education 
- particular language use 
- professional identity 
- authority based on community sanction to practice ' 
- regulated by a code of ethics or conduct 
- organisational structure supporting profess ional interests 
- testing of competence before admission 
- a primary orientation to community interest rather than individual self 
interes t 
- a culture including a value system 
- a system of monetary and honorary rewords 
- practical application of internalised theory 
- a body of literature building itself 
- communication of knowledge to successors 
- professional authority and elitism 
(Elliot, 1972, 95-151; Brown, 1947:20-22, Giddens , 1989:382; 
Compton & Galaway, 1979:37,38; Specht & Craig, 1982:16). 
2.1.1 Community work as a profession 
Although community work is a method of the soc ial work 
profession, for the purpose of this research, the term 
is used in the capacity of the full profession. 
There are many definitions of community work. The 
following were selected since they in c lude c omponents 
which are relevant to the topic being .. researched. 
Similarly, they do not differ significantly from other 
commonly used definitions of community work: 
" commun i ty work is concerned principally . ·· to · 
promote collective action on issues or ... in · areas 
selected by the participants II (Twe I ve trees; ' 1982: 5 y . 
" relating social needs to r es ources in the 
community or of developing " new resource s, and of 
promot ing the integration, collaborat ion and 
co-ordination of welfare services both geographically 
and functionally" (Department of Heal th and Welfare, ' 
1984:63). 
" maatskaplikewerk-metode waardeur gemeenskappe ·~ •• 
langs · aie weg van ' I n wetenskapl ik e proses gehelp :';;o'rd 
. ' -
' .. ' . 
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om maatskaplike probleme uit te skakel en te voorkom, 
om maatskaplike behoeftes t e 
samewerking en 
bevredig e n om 
koiirdinering 
die 
van integrering, 
aksiesisteme te bewerkstell ig " (Hugo et ai, 
1980:80). 
These definitions incorporate promotional activities 
targeted towards precise plans of act ion in order to 
develop new resources; integrate welfare services; 
address problem areas and solve them or prevent 
re-occurence; satisfy social needs and co-ordinate 
action systems within a scientific process. This 
requires community awareness campaigns, mass action 
organ i sa t ion, p I ann i ng, programm i ng and co-ord ina t i ng 
community involvement at the levels of sponsors, 
funding bodies, resources and target systems. 
Upon further analysis of these three definitions, 
community work within social work has professional 
status since knowledge is required; theory is 
utilised to practise skills for the benefit of 
community interest; a body of literature exists with 
particular language and a professional identity; - and 
that this body of literature comprises a so/i·d core of 
theory to enable the practitioner to practise 
scient ifically and product ively. On th'e other hand, 
community work as undertaken by the lay ~erson ~annot 
be professionalised as it is every citizen " s 
democratic right to participate in this practice. 
2.1.2 Public relations as a "profession" " 
Public relations is a lesser known occupation to 
community workers. Consequently, it will be 
elaborated upon to a greater extent than was the case 
with community work for the purpose of clarity ' and 
comprehension. 
16 
" professional public relations is a sincere and 
serious attempt to contribute to modern management 
efficiency ... " (Krause. 1977:x). 
" om lIn beter onderl inge 
stand te 
begrip of verstandhouding 
tussen mense tot bring die staat en sy 
burgers. "n produsent en sy verbruikers. :In beroepsman 
en sy kliiinte deur doelmatige kommunikasiekanale 
tussen sodanige groepe mense te bou en instand te hou 
(daardeur) volg welwillendheid en harmonie. wat 
albei noodsaakl ik is om vrede en voorspoed t e 
verseker" (Malan & L'IEstrange 1973:13). 
"Public relations includes the whole area of relations 
wi th the public and with groups and 
(Dunham. 1970:367). 
individua l s 
outside the agency" 
" i s 
through 
based 
the 
good 
upon 
planned effort to influence opinion 
character and responsible performance. 
mutually satisfactory two-way 
communica t ion" (Cut I ip and Center. 1988: 7). 
"Public relations is planned. persuasive communication 
designed to influence significant publics" (Marston. 
1963:3). 
"Public relations is the del iberate. planned aryd 
sustained effort to establ ish and maintain mutual 
understanding between an organisation and its publica" 
(Malan & LilEstrange. 1977:5.6). 
The final definition by Bowman "and Ellis (1969:1-2) 
establ ishes publ ic relat ions as an appl ied socia l 
science that comprises the following functions: 
" 1 . Measures . evaluates. and interprets the 
attitudes of various relevant publ ies; 
," 
, 
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2. Assists management in defining object ives for increasing 
public understanding and acceptance of the organisations 
products, plans, pol icies and personnel; 
3. Equals these objectives with the interests, needs, and 
goals of the various relevant publics; and 
4. develops, executes and evaluates a programme to earn 
public understanding and acceptance." 
These definitions a I low for the occupat ion of publ ic 
relations to hold status as a profession within the context 
of this research based upon its elements of developing sound 
communication and understanding between the organisation and 
the public or community; influencing opinions positively; 
maintaining positive awareness and understanding; being 
evaluat ive in nature; defining object ives for management in 
order to promote organisational services; and working 
according to a programme. 
Upon further analysis of these seven definitions of public 
relations, it is an occupation worthy of professional status 
based upon the application of knowledge and definite skills; 
tha tare I evan t body of litera ture and theory exists; that 
pract ical application is imp lied; that' planning; 
administrat ion and programme compi lot ion is appl ied; tha~ a 
particular language framework and a professional identity 
exists; that it is community and publics' orientated; and 
that scientific processes are followed to obtain results. 
2.2 HISTORICAL PERSPECTIVES 
A profession as it stands cannot be viewed one' 
" dimensionally as having no relevance to its past. ' The 
historical development of a profession provides the 
solid foundation upon which it operates in the present. 
It also allows for predictions in future trends to be 
made to enable meaningful plann,ingand development. 
-'" ~ 
" 
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2.2.1 Historical development of community work 
Community work, albeit in a less formally structured 
framework, can be traced as for back as the era 
preceding Christ where the primary pract it ioner was the 
(Federico, 1976:27). The · Judea-Christian church 
beliefs in the Old and New Testaments emphasised 
building resources and helping one another. During 
the early 1500 :'s there were attempts to formal ise and 
unify social welfare systems. In 1518 in England, 
there were swelling ranks of unemployed vagrants 
resul t ing from the Industrial Revolut ion , creat ing a 
breakdown of the protective feudal systems , 
centralisation of political power and the displacement 
of the church by a secular government. The 
:=Ec:l-=ic.:z:..:a::.;b"-e,,-,,t ,-,h",a,,-n,-----,-P--,o:..:o:..:rc--c.:L::.:a::..w,,- (16 0 1 ) a t t em pte d t a 
conditions by making allowances for 
correct ion, almshouses, workhouses and 
amel iorate 
houses of 
indenture. 
Further implications of the Poor Law of 1601 were: 
- the recognised desirability for national coverage (public 
relations) 
- the administration of public welfare 
- public programmes (public relations) 
- funding through voluntary contributions and taxation (public 
relations) 
work placement schemes in special public factories (public 
reI at ions). 
The Settlement Act (1622) further legitamised the 
concept of residence requirement (Federico, 
1976:38-39). The trend during the 1700"s was punitive 
in nature and did more to regulate than to erradicate. 
The period from 1870 1917 was referred to ·as . the 
charity organisation SOCiety period wl;lich started ·in 
England in 1869 and in Buffalo, USA in 1877. Its 
purpose was to bring order to all the confUSing 
organisat ions by means of co-ordinat ion of services. 
Its main aims were as follows: 
- to develop a co-operative approach to social problems 
- to improve co-operation between exist ing welfare organisat ions 
(public relations) 
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- to create better relations between the rich and the poor 
(public relations) 
to prevent poverty 
- to da research 
During 1883, national fundraising began in Liverpool; 
England (public relations). In 1876, the New York 
School of Social Work opened as well as the Boston 
Registration Bureau, and in 1886, it was realised that 
casework 
entities. 
and commun i ty work were two seperate 
In 1892, social surveys were initiated in England, 
proving the need for community organisation. The 
Social Settlement movement emphasised group care, 
recreat ional act ivi ties , planning, co-ordinat ion and 
combined financing (Hugo et aI, 1980:9-10). 
The period from 1917 to 1935, was referred to as the 
Federal Period with the major influences being World 
War One and the Depression. These events called for 
extensive planning and community work programmes. The 
Community Chest was established in this era to 
co-ordinate and to do its own fundraising. The 
National Social Work Council was formed in 1922. 
These Nat ional Councils proved the need for 
co-ordinat ion, co-operat ion and integrat ion (Hugo et 
.Ql, 1980:11). 
The American Association of Social Workers formed in 
1921 was the 
Representatives 
Exh i bit s oft he 
first 
of the 
Russell 
organising social work 
professional organisation. 
Department of Surveys d~d 
Sage Founda ti 'on 'a s sis ted in 
pub I i cit yin t 0 wh at is now 
known as the National Publ ic Relations 
Health and Welfare Services. ' Their 
Council of 
a ims were 
relations interpretation of methods and Pub I i c 
(Dunham, 1970:43). 
. .. . , 
... . - . 
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From 1935 - 1955, 0 period of community organisation 
and public welfare was identified. This was a pha s e 
of extending services and developing professional ism. 
It was preceded by the Great Depression with large 
scale poverty and unemployment which 
scale co-ordination to keep up with the 
new organisations (Hugo et ai, 1980:11) . 
r equired grand 
mushrooming of 
In 1935, the Social Securi ty Act in the USA was 
promulgated wi th the following impl icat ions: 
- a social security board was established 
- a state plan was established 
state leadership in the principles of planning ~~re 
established 
- standards for assistance were established 
- rehabilitative and preventative child welfare programmes 
were extended into rural areas (public relations) (Dunham, 
1970:45). 
In 1939, the Federal Security Agency was establ ished 
with the transferral of the Social Security Board to 
its ranks, and in 1953, the Department of Heal th 
Educat ion and Welfare was created in the USA (Hugo ~ 
Ql, 1980:12). 
The period from 1936 to 1960, was relevant in respect 
of World War Two and the post war d,evelopments. 
Community work had to conc'entrate on the placement of 
many soldiers and their fami I ies into mi Ii tary I;:wses; 
the effects on the communi ties; and the eff/cit's' 'o'n ' 
famil ies left behind (Dunham, 1970:48) . After )he 
war, independent fundraising continued. , In 1949, the 
United Fund ,to Combine all the independents was 
created, and in 1952, Bradley Buells l, ' book "Community 
Planning for 
1980, 13) . 
Human Services"" appeared (Hugo et 
-International social welfare was on 
a I , 
the 
foreground as commun i ty work was be ing a,ccepted as ' a 
professional specialisation within social work theory 
and llractice (Lauffer, 1978:~0). 
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The period from 1960-1970 was referred to as the 
Stormy Period where there 
civil rights, riots and 
legislation (Hugo et ai, 
was ext ens ive upsurge 
violence with a flood 
1980:13). The role 
of 
of 
of 
community work took on a strong emphasis for 
programmes of prevention (Lauffer, 1978:52). 
The accountability era from 1970 has exhibited growth 
and development with the emphasis on accountability, 
co-ordination and consol idation; and community work 
could finally take its rightful place as a method of 
social work (Hugo et aI, 1980:13-14). Twelvetrees 
discussion of this era is strongly politically based 
where he different iates between the profess iona I . 
school of social work and the socialist school. He 
maintains that the schools often funct ioned side by 
side (Twelvetrees, 1982:6). 
The Austral ian perspective echoes elements of the 
American development of community work, despite the 
cont inual fluctuat ions of government. In the 1980"s, 
there was an increasing awareness of structural causes 
of problems, thus planning could become more effective 
(Thorpe and Petruchenia, 1935:24). 
South Africa also presents great similarities . i~ 
development of community work. In 1815, the first 
Dutch Reformed Church childrens home was established 
proving the existence of community wor/Co In 190r -
1915, the womens organisations started seeing to the 
needs of widows and orphans; The Carneg{e 
investigations of 1930 1932 investigated the issue 
of poor Whites, and this was followed up with a 
National Convention on Social Work in 1934 and the 
Department of Social Welfare being establ ished in 1937 
(Hugo et al:1980:14). 
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The National Welfare Act (No. 79 of 1965) made 
provisions for the establishment of a National Welfare 
Council, Commissions to advise the Council, and 
Regional Welfare Boards. 
At a Nat ional Conference in .1969, foundat ion s were 
laid for the National Welfare Act (No . 100 of 1978) 
which elaborated upon effective infra - structures, 
responsibilities and duties. Arising from Dr A.J. 
Auret"s commission of enquiry, the Act for Social and 
Associated Workers (No. 110 of 1978) was establ ished 
which elaborated upon the National Council for Social 
Workers ethics and responsibilities (Hugo et ai, 
1980:15-16). 
Throughout the development of communi ty work globally, 
elements of public relations were evident out of 
necessity e.g. promoting community awareness. In 
order to fundraise, use had to be made of programmes, 
campaigns and advertising. 
2.2 . 2 Historical Development of Public Relations 
Public relations was first utilised by the Pharoahs of 
Egypt who had their saga l's carved in hieroglyphics on 
impressive monuments, and who led great parades to 
impress their followers and intimidate any opposition 
(Malan & L i'Estrange, 1977:6). 
The following eras utilising public relations were the 
Greek and Roman empires wi th the Greeks introducing 
political democracy, debating .and in(luencing public 
opinion as an integral part of government. The Romans 
adoped a slogan - perhaps one of the first - when they 
coined their words, "vox popul i, vox dei" meaning the 
voice of the people is the voice of God (Black, 
"'. 
1976:201; Ma I an & L'Estrange, 1977:7). During . the 
Roman Empire, great orators such as Cic~ro, Colo; :. -.. 
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Jul ius Caeser and Mark Anthony practis ed their 
abilities in becoming a great military for ce . The 
Christian Martyrs ushered in a new era with letters, 
preaching and example. Emperor Constant in e was tile 
watershed for aiding this wide scale spread of public 
relations. Barbaric invasions caused the decline of 
publ ic relat ions, but monasteries were quiet ly 
preparing the I iterature for a few centuries later ' 
(Marston, 1963:16). 
In 1456, Gutenberg from Germany invented movable print 
and the first Gutenberg Bible appeared. This 
steampower press revolutional ised the written word 
(Malan & L I'Estrange, 1977:7; Marston, 1963 : 17). 
During the fifteenth and sixteenth centuries, there 
was a mass of religious public relations which split 
Europe apart with wars due to its inflammatory content 
(Marston, 1963:17). 
In the sixteenth century, Harvard University held its 
first fundraising drive (Cutlip and Center, 1978:67). 
This was another historical example of the combinat10n 
of community work and public relations. 
Further historical influences upon publ ic relations 
were the writings of Voltaire, Rousseau and Thomas 
Paine (Marston , 1963:17). It is stated that American 
public relations dates back to Thomas Paine who wrote 
the pamphlets that 
American Revolut ion 
carried the message 
(Blumenthal, 1972:2). 
about the 
In 1830, 
the steam engine was appl ied to print ing which cut 
costs, and increased the availability of literature, 
newspaper , 
boom of 
advertising and distribution. 
persuasive books that flooded 
(Marston, 1973:17). 
There was a 
the market 
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During 
used by 
address 
1807, the term "public relations" was fir 'st 
Thomas Jefferson whilst draftinghis seventh 
to congress. Men I ike Thomas Jefferson and 
Benjamin Franklin circulated pamphlets, wrote in the 
press, travelled and lectured extensively (Black, ' 
1967:201). During the 1830"s, Andrew Jackson of the 
USA appointed a press secretary, Amos Kendal, who 
practised exclusive public relations, and in 1896, the 
first official Presidential Campaign was held for 
Bryan McKinley (Marston, 1963:18). Although this was 
not the first Presidential election, 
Bryan McKinley was the first to 
official public relations officer, 
the campa ign for 
make use of an 
and the publ icity 
stunts and gimmicks 
American Presidential 
this point. 
that are now synon ymous with 
campaigns were formulated at 
Modern day publ ic relat ions began in the USA at the 
beginn ing of the twent ieth century wi th Parker Lee 
opening a public relations firm. Ivy Lee is heralded 
as the father of public relations. He received fame 
for enhancing and changing the negat ive image of John 
D. Rockefeller (Malan & L " Estrange, 1973 :2 0). From 
1900 unt i 1 1914, publ ic relat ions in the USA was pure 
publ icity and whi tewashing. From 1914 unt i 1 1918, the 
emphasis was on government stressing the aims of wa'r, 
and from 1919 until 1929, universities, colleges and 
hospitals turned to public relations, closely followed 
by giant corporations. The emphasis here was on 
social responsibility (Malan & L"Estrange, 1977:8) , 
(Community work). During 1923, a ' book entitled, 
"Crystallizing Public Opinion" by Bernay was ' publjshed 
and in 1927, a publ ic relat ions aSSignment was done by 
Harry Bruno on the Charles Lindbergh Transatlantic 
FI ight (Cutlip and Center, 1978:75). 
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During 1926, England establ ished the Empire Marlcet ing 
Board which utilised public relations as we know it · 
today, and in 1932, the Bri t ish Broadcast ing 
Corporat ion created the Empire Broadcast ing Service. 
In 1934, the British Council was established to foster 
educa tiona I and cultural relations overseas. 
(Community work). In 1939, the Ministry of 
Information was established (Black, 1976:203-204). 
After Roosevelt issued in his "New Deal" to fight the 
after effects of the War and the Great Depression of 
1929, the Government of the USA had its greatest PR 
expansion 
support, 
wi th reference to education, military 
contributions for and recruitment to 
universities, 
and pol it ical 
Baxter ' were 
eme rged in 
gu idance of 
campaigns. 
two political 
1933 (Cu t lip 
the growing labour movement 
Clem Whittaker and Leone 
campaign specialists who 
and Center, 1978:75-85). 
Since Warld War Two, from 1945, profess iona.l publ ic 
relations men surfaced warldwide. 
Publ ic relat ians in South Africa began in earnest 
aft e r Wo rid Wa r Two. Prior to this, however, Generol 
Hertzog created an Informat ion BUl'eau in 1937 as part 
of his portfol io as Prime Minister. In 1943, the 
South African Rai lways and Harbours 
first publ ic relat ions officer, and 
official State Information Office 
appointed their 
during 1947, the 
opened. During 
1948, the first public relations consultancy firm 
opened in Johannesburg, and hereafter, many large 
corporations such as Anglo-American, and many 
Government Departments ope ,tted publ ic relat ions 
departments. In 1957, PRISA or the Public Relations 
Inst i tute of South Africa, opened its doors. In 1967 
Frank Waring was made the Minister of the Independent 
Department of Informat ion (Malan & L 'Estrange, 
1 973 : 21 - 2 3 ) .: 
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The Development of pub I i c relations can be 
encapsulated in the following quotation: 
"The mutual dependence of people and businesses, 
government, and social organisations has created a new 
philosophy and function of management called public 
relations" (Canfield, 1968:3). 
2.2.3 Parallel Historical Development of Community Work & 
Publ ic Relat ions 
2.3 
There has been a parallel historical development of 
community work and public relations supported by the 
I iterary evidence presented •. A community work project 
such as fundraising for the Community Chest required 
extensive public relations to succeed. 
Global events such as the industrial and technological 
revolution affected both community work and publ ic 
relations e.g. publ ic programmes result ing from the 
Poor Law (1601) in England. 
Similarly, the two World . Wars and the Great Depression 
necessitated community work being implemented .with 
publ ic relat ions to reach large masses of people 
simultaneously and effective methods of communication· 
had to be selected and implemented. 
THE PLACEMENT OF COMMUNITY WORK & PUBLIC RELATIONS 
WITHIN THE SOCIAL SCIENCES 
2.3.1 Knowledge bases of community work 
To practice effective community work, th·e practitioner 
needs to be creative and have a broad base of 
knowledge from other disciplines. Several authors are 
of the opinion that several knowledge bases are needed 
to practise sound community work . Th ey are os 
f 0 I lows: 
- psycho logy 
- welfare policies and services 
sociology 
- political science 
- economics 
- conrnuni cat ions 
- group dynamics 
- conrnunity development 
- anthropology 
(O i'Niell, 1984:14; 
1982:30-33). 
Goodenough, 1963:11; 
27 
Lategan, 
The knowledge base of anthropology is expounded upon 
as follows: 
" achieving co-operation among individuals and 
groups of individuals ... in implement ing programs for 
change" (Goodenough, 1963:11). This definition is 
di rect ly appl icabl e to both communi ty work and publ ic 
relations as they both need to influence individuals 
to work together in order to achieve st ipulated 
results. 
Bartlett as quoted by Butrym gives the following as 
general knowledge areas of social work, but these too 
have a direct bearing on the knowledge bases of 
community work: 
- human development and influences reciprocally of man and 
environment 
- the psychology of giving and taking help 
- group processes and effects 
- effects of cultural heritage 
relationships 
social service structures and methods 
(Butrym, 1976:69-70). " 
Sociology is defined as: 
"The scientific study of human social behaviour. 
Sociology studies the processes and patterns ' of 
individual and group interact ion, the forms of 
organisation of social groups, the relationships among 
them alld group influences on individual behaviour." 
(Theodorson and Theodorson, 1969:401). 
.' . 
,. 
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This definition of sociology is similar to elements in 
community work, as one needs to understand group 
behaviour in order to work wi th I arge groups of 
individuals, to achieve societal progress. 
Federico is of the opinion that human development is 
alsa an important element iil the knowledge base of 
commun i ty work (Federico, 1976: 8). Human relations is 
a natural outflow from Human Development and is 
defined by Halloran as follows: 
" the interaction between people, both in terms of 
conf Ii c t and co-opera t ion. Good human re I a t ions ex i s t 
when people work together in groups to achieve a 
common goa I. Co-operation is needed to achieve 
individual and company goals" (Halloran, 1983:25). 
This definition of human development and ' human ' 
relations is vital to understand as a foundaLion :·fo-r.. 
both communty work and public relations, as "both 
fields have the attainment of individual and 
organisational goals as objectives. 
Cloete advocates that the main knowledge base for 
community work lies in clear identification of the 
community which involves trye following: 
historical perspective 
political structures 
- cultural structures 
- economic structures 
- educational structures 
- welfare structures 
(Cloete, 1982:105). Even though Clo(3te intends thi3se 
points to be relevant to the community at hand, they 
can be applied in a broader sense to community work. 
Another foundat ion underlying community work is that 
of social psychology, which is defined by Eiser as 
being: 
.~ .. '. 
. . ~. 
" no t 
but also 
underly 
1986:2). 
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merely different categories of social actR, 
the common everyday assumpt ions ·wll.'ich ·_······ 
such acts and give them meaning" (Eisel", 
This ties in closely with Q"Niell " s 
knowledge bases mentioned previausly. Furthermore, on 
the point of psychology, Colman defines it as : 
" the study of behaviour and mental experience" 
(Colman, 1988:13). 
Without understanding the basics of bellaviour and the 
effects of events upon the individuals psyche , 
community work can lose its relevance surrounding the 
human factor. This then becomes another essential 
base for the foundation of the practise of solid ancl 
meaningfuL community work. 
Sainsbury places psychology and sociology as knowledge 
bases of community work, along with the statement that 
community work demands the capacity to be able to mak e 
sense of information from several social sciences 
(Sainsbury,1982:49). This supports the assumption 
that community work comprises several knowledge bases , 
including those of the social sciences. 
Pearman (1973), has drawn a comprehensive figure of 
positioning social work within the social sciences, 
His Figure has been adapted sl ightly to use the te/' m 
of cammunity work instead of social work. 
J. J. V Lon...... .J. 
Knowledge Practice Relationships 
COMMUNITY WORKERS ROLES 
RELATED PROFESSIONS 
THE PROFESSIONAL 
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Medicine 
Publ ic Heal 
Gerontolog 
Law 
Recreat ion 
Educa t i on ~­
Urban Planni 
OF COMMUNITY WORK AS 
A SYNTHESIZER " 
BEHAVIOURAL AND SOCIAL SCIENCES 
Psychological Anthropology 
Ps}chologicol Value Cmcepts 
theory 
Other theory fran D:mirmt 011 ture 
Ps}chiatry e.g. ~ 011 ture 
real i ty theory Relatimships to 
Other Ps}chologi- irr:1ividual be'la-
col theory e.g. virur 
leamirtl theory, Collectiw bella-
operont virur 
Ps}chology all t iw emfl ict 
Reseo~ t~ Reseo~ t~ 
1 lID logy 
Persrnality theory Relatimship be--
IiIrm Growth hIoo1 'M'llues arr:1 
Biological theory social systens 
relatlrl to inpJct 
of cl ient p:1rt i-
cifXIti01 
(Pe,arman, 1973,18). 
Sociology 
Social Psy-
chology 
Social ()-gonizatim 
arr:1 bas i c sys tens 
fuler structures 
Soc i a 1 chart7e 
cmcepts incltdirtl 
emfl i ct theory 
Dm:glup'y 
Smll grwp theory 
Reseo~ technology 
Role theory 
Social strutifica-
tim 
Economics 
S}stens Grienta-
tim 
Mlcro&xnmics & 
mplayrent 
Albl ic finance 
Mnetary theory 
lie 1 fare theory 
Distrirut im 
theory 
Cost-benefi t 
theory 
HITl1l1 rescurces 
inwstnmt cm-
cepts 
Equi I ibritm em-
cepts 
Po 1 i t i co 1 Sc i ence 
S}stens orientat im 
FbI iticol Science 
theory 
Cmpensatory p:11 icies 
for disa::t\.Ontoge in 
the ec01D'l1ic systen 
FbI itical reol ities 
Reiatim of p1bl ic 
arr:1 pr iva te ogenc i es 
O,eck arr:1 ba 1 once 
CU1cept 
Techniques for p:11 i-
tical inter\81t im 
Reseo~ technology' 
Pearman"s Figure relates community work to medicine, 
publ ic heal th, gerontology, law, recreat ion, educat ion 
and urban planning as a synthesizer. 
Pearman relates the social and behavioural sciences of 
psychology, anthropology, sociology, social 
psychology, economics and political science to .. . be 
constituents of community work, forming meaningfUl 
" knowledge bases upon which to build. 
2.3 . 2 Knowledge bases of Publ ic Relations 
Blumenthal (1972:1) stresses the link between , 
psychology and public relations in his definition 
provided of publ ic relations as follows, 
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"The art of bui lding ones" own personal i ty up to a 
level where one is able to meet and deal with the 
exigencies of everyday living falls into the realm of 
Psychology. The art of performing the same task for 
businesses, institutions, government and all manner of 
other profi t and non-profi t groupings i s publ ic 
relations". 
Public relations touches firmly upon the discipline of 
sociology as it is concerned with the observation and 
study of people and groups of people taking into 
account interactional patterns, group dynamics, 
cultural effects and effects of conditioning through 
the media. 
"Sociology is one of the family of social sciences 
All engage in systematic study of social behaviour 
and its products, and there are no clear boundries 
be tween them" (Broom, Selznick and Broom Darrock, 
1981:5). 
Malan & L llEstrange have highlighted several skills 
and knowledge bases needed by public relat ions 
practitioners as follows: 
- wide cultural acceptance 
- knowledge of economic and political trends 
- marketing 
- communications 
business and administration 
- financial issues 
human relations (individual and group) 
(Malon & L"Estrange, 1981:231-233). Thes"e concepts or 
elements include the knowledge bases of anthropology, 
economics, psychology, sociology and commerce, 
therefore, indicating the commonalities that exist 
between the knowledg"e bases of community work and 
publ ic relat ions. 
Marston highlights the following knowledge bases: 
- ' 
" , 
",' . 
"' .. 
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- corrmunication 
- interaction patterns of crowds 
(Marston, 1963:31 and 34). This implies socio logy and 
psychology, 
work . 
as was discovered regarding communi ty 
Pearman makes reference to the relating of public and 
private agencies within his framework, under the 
heading of political Science (Pearman, 1973:18). One 
of the main functions of public relations is relating 
news or mat ters to the publ ic , and al though the 
matters may not be political in nature, they can have 
far reaching social implication s e.g. PDP relating 
needs requesting lower birth rates amongst th e peoples 
of South Africa. In this way, ·political science 
becomes relevant for both community work and public 
relat ions. 
2.3.3 Similarities and Differences between the knowledge 
bases of community work and publi c relations 
Both fields draw from the following knowledge bases to 
expand upon their content: 
- psychology 
sociology 
human relat ions 
knowledge of economic and political skills and trends 
corrmun i ca t ion 
and group dynamics 
This provides both public relations and community work 
wi th a very sol id foundat ion of pract ice, the core of 
which finds commonality in both fieldS. 
The major differences have been identifi.d as follows: 
- public relations knowledge bases: - business theory 
- market ing 
- wide cultural acceptance 
- corrmunity work knowledge bases: 
- anthropology 
- welfare policies and structures 
corrmunity development 
.. 
Commun i ty work could find great relevance in 
expounding upon. and including. the publ ic relat ions 
knawledge bases of business theory. marketing and wide 
cuI tural acceptance to enhance image and programme 
content. 
2.4 VALUES. PRINCIPLES AND ETHICS 
In order ta pract ise a profess ion correct ly and in the 
best interests of a I I concerned, i t becomes necessary to 
adopt certain principles and ethics to demarkate the 
parameters of professional and unprofessional conduct. 
In order to arrive at a code of ethics. one has to 
internalise certain principles and values. 
Values are defined by Abbot (1988:4 - 5) as being: 
" the underlying phi losophy or the most abstract :1 eve:! 
of influence professional values tend to reflect how 
a profession perceives itself." 
This definition is endorsed by Williams (1987:81) who 
defines values as standards against which measurements 
can be made to determine factors such as desirable 
versus undesirable and appropriate versus inappropriate. 
Bartl ett (1970:70) takes these definitiong one step 
further and describes them as qual i tat ive judgements 
representing a goal towards which the practitioner __ is 
directed. It refers to what people prefer or would want 
to be (Gordon. 1965:34). Values involve commitment tei , . 
something or someone other than ourselves (Knowl~s, 
1986:200). 
Principles are defined by the Collins Thesaurus,,_ 
( 1987: 786) as f 0 I lows: 
" 
CI standard or rule of personal conduct ..• a set of 
such moral rules ethics. golden -rule moral law 
... attitude. belief. code ... integrity ... " 
'.". 
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Values and principles flow naturally into a code of 
ethics or conduct which identifies the prin c iples and 
purposes which will govern adherents to their work 
(Watson, 1985:23). These ethics grow from a value base 
wh i ch then se ts the stage for a repr imand for immora I or 
unethical conduct (Abbot, 1988 : 5). Clark and Asquith 
(1985:85) are of the opinion that the purpose of a code 
of ethics is ta lay down broad principles and not to 
provide a detailed guide to every conceivable s ituation . 
2.4.1 Values and Principles 
2.4.1.1 Community Work 
Several authors agree upon the content of values and 
principles that apply to community work. These 
values and principles are as follows : 
- each individual is important 
- it is the duty of democratic society to care for the welfare 
and development of individuals 
- non-directive approaches 
- respect the client 
- accept the client 
- respect confidentiality 
- each individual is unique 
- uphold the clients dignity 
- non judgemental ity 
use feelings appropriately in the service of others 
- citizens to share in decision making 
co-operation and fellowship 
remain open ·to other peoples attitudes and truths 
- respect the clients right to self detenmination 
(O "Niell, 1984:11 - 13; Milson, 1974:103-108, 128; 
Baldock , 1974:33-34; Timms, 1983:46). 
From the foregoing it is clear that value~ and 
principles are inseperable. .. 
2.4.1.2 Public Relations 
Several authors agree upon the content of values 
and principles fundamental to public relations. 
These values and principles are as fOllow s: 
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- truth 
- real ism 
- respect of the influence of the media 
- a responsibility towards the public 
- human credibility 
- honesty 
- authent icity 
- confidentiality 
- respect of the value of the individual 
- co-opera t ion 
- professional integrity 
- public interests are paramount 
- no falsification of information 
- balanced and faithful representation 
- respect and uphold the dignity of people 
- respect the clients right to self determination 
- respect and keep promises and engagements 
(Black, 1976:211 -215; Malan & L I'Estrange, 1973:25-31, 
233; Canfield, 1968:21; Blumenthal, 1972:121-127). 
Sen (1988:89) makes a reference to conduct related 
to ethics and economics which applies to both community 
work and public relations. These values and principles 
are as follOWS: 
- bonhomie 
sympathy for others 
- commitment to various causes 
- loyal ty 
- commitment to particular behaviour patterns 
- departures from self interested behaviour 
Blumenthal (1972:121) elaborates upon the principles 
of public relations and advocates conservatism 
to instill confidence i.e. do not be ornate and 
over-accented. Canfield (1968: 20) states that 
practitioners should conduct themselves both privately 
and professionally in accord wUhpubl ic welfare, 
and should always be guided by truth, accuracy, 
fair dealings and good taste. Malan & L" Estrange 
(1973:27 and 31) promulgate a non-directive, non-manipulative 
approach and emphasise the importance of not maligning 
colleagues. 
2.4.1.3 Similarites and Differences between the values 
and princ,iples of community work and public relations 
..... 
-. 
. .. . 
Both fields share the followin~ _ var~es 
principles: 
each individual is unique, and to be respected 
- confidentiality 
truth 
uphold the dignity of the client 
respect the clients right to self detennination 
co-opera t ion 
authent ic i ty 
professional integrity 
bonhomie 
- non-directive approach 
- synpathy for others 
commitment to various causes 
- commitment to particular behaviour patterns 
- loyalty 
- and departures from self interested behaviour, 
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The public relations field has quoted several values 
and principles that would serve to enhance the 
pract ice of community work. These are as fallows: 
- real ism 
- respect of the influence of the media 
- human credibi I ity 
- public interests are paramount 
- and respect to keep promises and engagements. 
By incorporating these 'basic values into the cor-e of 
community work practice, the community worker can 
expand the content and the intent of programmes, and 
by so -doing, can · further enhance the professionalism 
of service rendering by tempering ideal ism with ' 
real ism. 
2.4.2 A code of ethics 
2.4.2.1 Com~unity Work 
A formal code of ethics has not been legislated in 
South Africa, so for the purposes of' this research, 
the American code of ethics, and the South African 
code of conduct of social workers as stipulated in 
the Social and Associated Workers Act (No. 110 of 
1978), will be utilised. Wh a t soc i a I wo r Ie e r S or 
community workers do, and how they do it are bas-ed 
upon values, and ethics are values in operation 
(Lev:j, 1976:14). 
. ' .. 
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The basic elements of a code of ethics as advocated 
by Specht and Craig (1982:11) are as fol lows: 
- respect for the dignity of cl ients and their rights to self-
determinat ion 
- unbiased attitude towards the client 
- avoidance of discriminatory practices 
- maintenance of clients interests as the primary concern 
- commitment to improving general welfare 
- pract ice is based upon a relevant working knowledge 
- allegiance to values before allegiance to the employer 
O"Nie11 (1984:13) elaborates further as he expounds 
upon the code Of ethics of the National Association 
of Social Workers of 1979 (USA): 
* Propriety 
CONDUCT AND COMPORTMENT 
* competence & professional developnent 
* service is primary 
* integrity 
* guided by conventions of scholarly 
enquiry 
ETHICAL RESPONSIBILITY TO 
CLIENTS 
ETHICAL RESPONSIBILITY TO 
COLLEAGUES 
* privacy of clients needs 
* fostering self determination 
* confidentiality and privacy 
* reasonable fees 
* respect 
* fairness 
* courtesy 
* relate to colleagues with full 
professional consideration ' 
RESPONSIBILITY TO EMPLOYING 
ORGANISATION 
* commitment to employing 'organisation 
* maintaining integrity of profession 
RESPONSIBILITY TO PROFESSION * community service 
* developing of knowledge 
RESPONSIBILITY TO SOCIKfY * promoting general welfare 
" The American code of ethics is fully staled by 
Compton and Galaway, (1979:140) and incl' udes the 
following elements that Ol'Niell ' did not specify: 
- precedence will be given t·o professional responsibil ities 
over personal interests 
- personal responsibility of quality and extent of services 
- responsibil ity to protect the ccimnunity against unethical 
pract ice. 
. " " , 
," '-
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According to the Social and Associated Workers Act 
(No. 110 of 1978), the objects of the Council for 
Social Work tie in closely with a code of conduct os 
they regulate the pract ice of such a profess ion, 
facilitate registration of practitioners, determine 
minimum standards of tuition, exercise control over 
conduct, determine the standards 
efficiency, 
of conduct, 
and promote protect the encourage 
profession, maintain prestige and status, advise the 
minister and encourage the study of social work. 
According to Government Not ice R 164, rules relat ing 
to the unprofessional or improper conduct of social 
workers were st ipulated in terms of Sect ion 27 (1) 
(c) of the Social and Associated Workers Act, 1978 
(Act 110 of 1978). These acts or omissions deemed 
to constitute unprofessional or improper conduct are 
as f 0 I lows: 
- deliberate slackness or negligence in fulfilling duties 
- deliberately exhibit behaviour bringing discredit on his 
profession 
- make false statements or participate in any fraud, deception 
or malicious representation 
- allow himself to be exploited in any way that is detrimental 
to the interests of the public or the profession 
- make or accept paynent or rev.urds for referral of cl ients 
refuse or fail to perform any legal duties for v.ttich he was 
employed 
- support any person carrying out an illegal act 
- employ an unqual ified person to fulfi I the dut ies of a 
social worker 
- neglect to make referrals when vital 
- neglect to keep clear records of acts performed with regard 
to cl ients 
divulge any confidential information without · the full 
consent of the cl ient . 
- administer monies improperly 
- accept a bribe 
discriminate 
exploitation of a therapeutic relationship for personal gain 
- canvassing of clients 
hinder a client from seeking help elseMlere 
- maligning of a colleague 
- unlawful appropriation of employers property 
- commit acts detrimental to the employer 
- carrying on of acts from his consulting room other than .t/le 
social work profession 
- advert ising 
" . . '. 
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(Government Gazette No. 11133,1988):10-12). 
2.4.2.2 Public relations 
Black, and Canfield agree upon certain common 
elements in a code of ethics and conduct for public 
relations. These elements are as follows: 
conducting practice both privately and professionally in 
accordance with public welfare 
- practitioners should be guided by good taste, truth, accuracy 
and fair dealings 
- promoting sound public relations training 
- confidentiality 
- no maligning of colleagues 
(Black,1976:211-213; Canfield, 1968:20 and 21). 
Black (1976:211-215) 
s t i pu I a t i ng the code 
elaborates 
of conduct 
further 
for 
by 
the 
Internat ional Publ ic Relat ions Associat ion or IPRA, 
as follows: 
- maintenance of high moral standards and a sound reputation 
- no representation of conflicting interests 
no derogatory ways towards clients 
- remuneration should be earned honestly 
- price in relation to results should not be discussed 
public interests are paramount 
no corruption of the integrity of channels of public 
conrnun i ca t ion 
- no falsification of infonnation 
balanced and faithful representation 
- no supplanting of another member 
co-operation with fellOW members 
- respect and upholding of dignity of persons 
- respect and keeping of promises and engagements 
- creation of a good climate for growth 
According to a brochure issued by the Publ ic 
Relations Institute of Southern Africa, their code 
" 
of conduct or ethics echoes that of the IPRA (PRISA, 
1988:6-7). 
2.4.2.3 Similarities and differences between a· code of 
ethics for community work and public relations 
Both fieldS share the majority of the elements of a 
cod~ of conduct or ethics. However, pub Ii c 
.-
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relations has incorporated a few elements that could 
greatly enhance the content of commun i tywork. 
These are the following: 
no representation of conflicting interests 
- no derogatory \<Uys to\\xlrd a cl ient should ever be displayed 
- price in relation to results should not be discussed 
no corruption of the integrity of channels of publ ic 
comnun i ca t ion 
- creat ion of a good cl imate for growth 
- and advertising 
AI though these elements appear to be obviou s at face 
value, it may be necessary to incorporate them into 
a code of ethics for social or community workers. 
With looming privatisation, more attention will need 
to be paid to aspects such as representat ion of 
confl icting interests, and advertising of services -
and extensive use of the media and public channels 
of communication will have to be fully explored. In 
essence, however, the codes of conduct or ethics of 
the two fields are basically identical, putting them 
on a,n equal footing at this level of comparison. 
2 . 4 . 3 Sk i I I s 
The Homestudy Dictianary compiled by Annandale et ai, 
(1971:679), defines "skill" as follows: 
" familiar knowledge of any art or science, united 
wi th readiness 
performance ••• " 
Every 
that 
wi th 
profession 
equips its 
t he max imum 
and dexterity in execut ion or 
has its own s pe c if i c set 
members to pract ise the 
degree of efficiency e.g. 
of skills 
profession 
a surgeon ' 
requires a steady hand. 
2.4.3.1 Community work 
The most important skill, 
by Kadushin (1972:7), 
expounded upon a t I eng t h 
is the basic s le ill of 
interviewing, and is the most frequently employed. 
" 
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Relat ionship, transact ianal and org.anisat ional 
skills are discussed by Haines (1975:204-211) who 
includes the following elements: 
RELATIONSHIP SKILLS * managemen t 0 f re 1 a ti onsh i p 
* creation and use of relationship 
* coomunication 
* overcoming problems:-language 
-irrat ional i ty 
-apathy 
TRANSACTIONAL SKILLS -mental disorders 
-al ien cuI tures 
-alien value system$ 
ORGANISATIONAL SKILLS 
* agency membership 
* managemen t 
* comprehension of social & moral 
consequences 
* professionalism 
Swil (1982:39-43) analyses functions in terms of a 
systems approach whereby she divides the areas for 
discussion up into the change agent, the cl ient 
system, the target system and the act ion system. 
These funct ions and categories have been appl ied to ·. 
skills as follows :by the researcher: 
CHANGE AGENT SKILLS 
SKILLS DIRECTED TONARDS THE 
CLIENT SYSTEM 
SKILLS DIRECTED TONARDS THE 
TARGET SYSTEM 
~{ILLS DIRECTED TONARDS THE 
ACTION SYSTEM 
* responding to a cl ient "s needs 
* reporting 
* planning and development 
* relationship building 
* empathic behaviour 
* fonmulating diagnoses 
* coomunicat ion 
* selection of appropriate strategies 
for change 
* help client acco~ding to needs . 
* coomun i ca ti on 
* assessing problems 
* data collection 
* fonmulation of objectives 
* coomunicat ion 
* co-ordinat ion _ 
* ongoing unconditional support 
* evoluat ion 
* tenmination 
.-. _ __ . c · 
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It could be argued that these elements are methods 
and not skills, yet each of these functions are 
skills within themselves that need to be learnt, 
practised, acquired, internal ised and appl ied. They 
require knowledge and dexterity in application to be 
effect ive. 
Three vital skills in practising effective communit y 
work are those of creativity, 
initiative (Templeton, 1982:102). 
imagination and 
Talents might be 
a better word in this context because one is usually 
born wi th these elements, and one then spends the 
rest of ones I ife working at improving them, and 
honing them into skills. 
Brill (1978:131-132) names six very basic skills: 
- differential diagnosis 
- time 
- partialisation 
focus 
- establishing partnership and 
- structure 
Milson (1974:49-57) corroborates the sldlls alread y 
ment ioned and advocates the existance orlhe need 
therefore of the following skills: 
- analysis 
assessment 
- encouragement 
- task related functioning 
- facilitator of others to come forward with ideas 
- professionalism 
- tolerance 
- making rapid social contact 
- stab iIi ty 
- administrative duties 
- interpretive skills 
- mediat ion 
- flexibil ity 
- insight into growth potential 
- producingfnformation 
Sk i I I s need to 
principles rather 
, 
be based upon knowledge, and 
thall techniques (Levy, 1976:39) . 
" Expertise in knowledge leads to the practising 0/ 
skills within a value (Sainsbury, 1982:49). 
: .. 
". 
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2.4.3.2 Pub I i c re I a t ions 
The skills of organisation, writing and 
c o-ordination 
skills (Malan 
appear to be generic public relations 
& L"Estrange, 1981:231; Anderson and 
Rubin, 1986 :366 -368). 
Further skills required and utilised are a s fo llows: 
- lively imagination 
- skill to get along with people 
- good sense and sound judgement 
- capacity to put oneself in anothers shoes 
- tolerance 
- professional distance 
- the determined persuasion of others 
- tact 
- leadership skills 
- team spirit 
- proficient bilingualism 
- marketing skills 
- communication skills 
keen cr itical and analytical ability 
- business sense 
- financial acumen 
- administrative talents and 
- the ability to express oneself, 
(Malan & L"Estrange, 1981 :231-233 ). 
2.4.3.3 Similarities and differences between th e skil ls of 
community work and public relations 
Both fields share the majority of ski II s needed to " '" 
practice effectively. 
theory has listed 
Howev er, 
some skills 
pub I i c 
that 
beneficial for the commun i ty worker to 
relations · 
could be 
internalise '" " 
in order to enhance content and productivity. 
skills are as follows: 
These " 
- writing (creatively) 
- good sense and sound judgement 
the determined persuasion of others 
- tact 
- leadership ski lis 
- team spirit 
- market ing sk i lI s 
keen critical and analytical ability 
business sense 
- and f inanc i a I acumen , 
,-
.' ~ .. ' ~ 
' :- ' , 
- 0 , 
. -
," .. -
-
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Wit h ina new we I far est r u c t u r e wit h rat ion a lis a t ion 
and extensive restructuring of servic e s being 
unavoidable, the community worker needs to master 
these ski lIs of a publ ic relat ions pract i t ioner in 
order to meet the new challenges of accountability 
and expansion of programmes. 
2.5 SUMMARY 
Commun i ty work and 
exist within the 
publ ic relat ions are 
realm of the social 
two fields that 
sc i ences . They 
share certain knowledge bases and differ mainly in the 
appl icat ion of these bases wi th communi ty work having a 
therapeutic 
re I a t ions. 
component that is lacking in public 
The two fields 
be ing great ly 
developed parallel to each otller, both 
influenced by major world events such as 
the Industrial Revolution, economic depressions, World 
War I 
there 
Ches t. 
and World War II. 
was overlapping e.g. 
At several points in history, 
the advent of the Commun i ty 
Community work and public relations were presented 
according to their principles, values·, ethics and skills 
and were found to be similar in all of these categories, 
again. the main difference being .one of emphasis with 
community work being strongly therapeutic and public 
relations being informative and developmental on a 
smaller scale. 
The skills presented to do community wo~k r equire more 
structure and have a strong diagnost ic component when 
compared to publ ic relat ions and are presented as being 
more specific. The skills required to practise public 
relations are presented as being broader based. 
Nonetheless, all of them are appl icable to communi ty 
work. Public relations stresses financial acumen as 
being an-: inherent ski II, and in view of the future trend 
.... 
of welfare services, it 
develop skills in the 
ensure survival. 
i s v ita I t hat c omm unit y wo r k e I 
areas of business and finance t , · 
" -
: 
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CHAPTER THREE 
THE PLACE AND FUNCTION OF PUBLIC RELATIONS IN COMMUNITY WORK 
3 . 1 INTRODUCTION 
Weyers has completed an extensive literature study 
exploring the place of pub I i c relations in commun i ty 
frameworic worl( by means of developing his own conceptual 
of the positional, processional and func tiona I. 
dimensions (Weyers 1987:29). 
After applying his conceptual frameworl( to both 
community work and public relations within the context 
of an extensive I iterature study, he concluded that the 
two fields are comparable and similar, yet not the same 
(Weyers, 1987:448). 
Violet Sieder conceptualised the connection between 
community work and public relations by indicating that 
the three main funct ions of communi ty work were to 
ensure that interorganisational relationships should be 
positive; that community support for ideology, 
programme and financing should be mobilised; and, that 
resources should be improved or changed. She went on to 
say that: 
"To carry out these funct ions the agency uses a variety 
of methods, including administration, research, public 
relations and community organisation." (Sieder, 
1974:172). 
Blanche De Wet (1976:172) elaborated lipon the role of 
community work 
touching upon 
work funct ions 
in 
the 
by 
action, promotion 
co-ordinat ion (or 
the direct service organisation by 
exerc ising of 
means of fact 
individual community 
finding, planning for · 
of interorganisational exchange, 
the lack thereof), difficulties with 
staff and community mobilisation. From this discussion 
she has' supported Sieders" theory of the place of publ ic 
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relations in community work on a functional level. 
Much has been written about the process of communit ·Y ·· 
work. This chapter seeks to define the actual tools and . 
techniques utilised 
public relations and 
of the two fields. 
in practising community work and 
to discuss the general aims for use 
Their similarities and differences at these levels will 
be discussed and attention will be paid to the place of 
public relations in community work. It is, the,'efore, a 
more practical approach to the analysis of these 
elements. 
3.2 TECHNIQUES OF THE FIELDS 
The Collins Thesaurus (1987:1031), defines technique as 
f 0 I lows: 
"A pract ical method, ski II or art appl ied to a 
particular method •.• style, system, way •.• ". 
When applied to community work and public relations it 
takes on the form of a verb, implying act ion, or a 
"do ing" word. A verb as described by Collins Thesaurus 
(1987:1114) is a word indicat ing the performance of an 
action. 
commun i ty 
discussed 
The successful appl icat ion of techn iques in 
and ' knowl edge 
it requires 
work depends upon the skil Is 
in Chapter 2. Above all, 
creativity. "Creativity could be described 'as lettIng 
go of certainties" (Sheehy, 1982:97). 
" 
3.2.1 Techniques of community work 
Community work is work with local people to mobilise 
them and support the ir act ions in dea ling wi th issues 
independently (Ferrinho, 1981:2). The success of 
these projects depends upon accurate identification of 
the needs of the commun i ty (Turton, 1984:80; Hugo, 
1984:2)3; Collins, 1985:9). Assessment and 
.' 
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verification are implemented by means of discussion 
and factfinding, then planning and act ion (ColI ins, 
1985:10; Hugo, 1984:213-214). 
Techniques utilised to fulfill the community work 
process, are as follows: 
- discussion 
- consensus development 
- conflict to achieve status. 
(Brill, 1978:132; Weyers, 1987:111). 
Br i I I (1978:132-152) ident ifies the f 0 I low i ng 
techniques: 
- small talk 
- catharsis encouragement 
- support to attain goals 
- reassuring of the client system 
- the ski llful management of subtle and positive manipulation 
- emphasising the commonality of human experience by means of 
universal ising the problems 
- giving advice and crunse lling 
- advocating activities, tasks and programmes 
- enabl ing logical discuss ions 
- rewarding and punishing cognitively speaking to ensure behaviour 
mOdification is positive 
- role rehearsals and demonstrations 
Weyers (1987:112-117) names the following techniques: 
negot iat ions 
- changing the environment 
- directly influencing and educating the system 
deal ing with emot ions 
developing insight 
changing behaviour 
raising funds i.e. the activities involved. 
It is also advocated that 
deve lop , one needs to 
to accomplish 
challenge 
goa 1 sand , ,10 
the existing 
structures (Swil 1982:7). Further relevant techniques 
utilised in community work are those of developing 
leadership and organisations (Swil, 1983:213). 
3.2.2 Techniques of Public Relations 
Publ ic relat ions, often undeservedly, is synonymous 
, . 
'. 
'. 
.. . 
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with glamour but it is always undeniably creative 
involving team spirit. In the aforegoing (Chapter 2) 
its professional and knowledge bases were discussed 
implying that many techniques wi II be appl ied in the 
public relations process. The specific aims will 
determine the specific techniques. The purpose here, 
however, seeks to ident ify techniques tha.t are 
generically appl icable to publ ic relat ions. 
Techniques or methods advocated by Malan & L "Estrange 
(1973:44-46) are as follows: 
publishing brochures, newsletters and organisational magazines 
- placing advertisements to convey special messages 
- launching special campaigns 
- making films and videos to convey messages 
- writing or publishing newspaper and magazine articles 
- creating posters, pamphlets and flyleafs 
- orchestrating annual reports 
holding displays and exhibitions 
- attending to the appearance af buildings, offices, cars and 
staff (uniformed personnel) 
- arranging radio talks or interviews 
- holding public speeches or addresses 
- ensuring that complaints are dealt with efficiently 
- arranging receptions and special occasions 
facilitating community service such as participation in welfare 
projects, sport and recreation 
- training personnel (to be efficient, effective and positive), 
These techniques are practical and applicable to most 
community work settings, Blrick (1978:50 and 61), 
elaborates upon elements of these techniques and 
states that matters such as letterheads, compl iment 
s lips, photography, and office forml; should be 
ut i I ised correct ly. 
A further technique of public relations discussed by 
Black (1978:119-121) is that of holding conferences 
with hospitality and planning being essential. This 
i s an important technique in stimulating public 
interest and commun i ty support; developing 
I eadersh ip; educat ing the communi ty and e I ic i t ing 
social, action by means of implementing resolutions 
taken, which is indicative of a commonal ity of purpose 
between community work and public relations. 
. . 
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Other techniques of public relations mentioned by 
Weyers (1987:228) are: 
doing market research 
- statistically analysing trends 
- evaluating projects (throughout) 
selecting media carefully 
- training people. 
3.2.3 Similarities and differences between the techniques of 
community work and public relations 
Techniques that are common to both fields are myriad. 
However, the differences could enhance the content of 
community work considerably. The following techniques 
of publ ic relat ions could be made appl icable to 
community work practice: 
publishing brochures, newsletters and organisational magazines 
- launching special campaigns 
- making films and videos to convey messages 
- writing and publishing newspaper and magazine articles 
- creating posters, pamphlets and flyleafs 
- attending to the appearance of buildings, offices, cars and 
staff (unifonned personnel) 
- and ensuring that complaints are dealt with efficiently. 
These techniques are 
than those normally 
However, in the 
more specific and action ori.ented 
associated with community work. 
I i gh t of recent and future 
developments in welfare circles, the need to achieve 
more has risen sharply. In this respect, public 
relations has a great deal to offer to community work. 
3.3 TOOLS OF THE FIELDS 
The Collins Thesaurus (1987:1055 
too I as f 0 I lows: 
and 1056) defines a 
"an impl ement anything used as a means of achieving 
an end ... medium " 
In this context, therefore, it takes on the form of a 
noun implying a "naming" word. 
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To apply the tools of 
of 
a profession, one has to have a 
sound knowl edge the principles, methods and 
techniques in order to successfully utilise the tools, 
and thereby obtain results. 
3.3.1 Tools of Community Work 
Three fundamental tools of 
interviews, discussions and 
1978:153-158). Other tools 
commun i ty 
referrals 
ident ified 
(1970:91, 92, 199 - 201. 275) are as follows: 
- planning 
- cOfTJ1lun i ca t ian 
- education of the cOfTJ1lunity 
- campaigns 
- conferences 
- marches and parades 
- leaflets 
- boycotts. 
work are 
(Brill, 
by Dunham 
Li terature about the actual tool s of commun i ty work 
was scarce and the researcher had to make indirect 
appl icat ions to answer the quest ion "w/wt does a 
3.3.1 1 
commun i ty worker use as a medium ? ". The literature 
pertaining to the tools 
specific and detailed, 
resea rche r deduced t ha t 
of publ ic relat ions was very 
and from its content, the 
most of the tools of public 
relat ions were being used in or could be appl ied to 
commun i ty wo rk. 
Weyers discusses the role of public relations in 
community work in terms of the comm,unity work plan, 
and projects. programmes 
definition 
consequently 
these fields 
provided 
be listed 
under the 
These categories fulfi Il th,e · 
by "tool" so they ' will 
as the tools common to both of 
sub-headings of visual ' media, 
audio-visual media, aUditory media and mass media. 
Visual media 
official reports and letters 
- o~ganisational newsletters 
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- short infonnation documents 
- advertisements 
- external advertising e.g. posters 
- local newspapers and speciality' magazines 
3.3.1 . 2 Audiovisual media 
- mechanical media e.g . videos 
- special occasions e.g . shows, exhibitions 
3.3.1.3 Auditory media 
publ ic speaking 
- meet ings 
- special events e.g. conference 
3.3.1.4 Mass media 
- visual 
3.3.2 
- audiovisual 
- audi tory 
(Weyers, 1987:399, 405, 411 and 415). 
Tools of public relations 
The tools of community 
3.3.1.1 to point 3.3.1 . 4 
Canfie ld (1968:184-188), 
work as quoted from point 
apply to publ ic relat ions. 
supports the gist of these 
contents and elaborates as follows: 
- newspapers 
- use of television and radio coverage 
- press releases 
- open houses 
- plant tours 
- opinion leader meetings 
- visits to community institutions by business men 
- motion pictures 
- insitutional literature. 
Mass media is the basis of public relations and 
requires experience and ski II. Practitioner s spend a 
life time perfecting these communications. These are 
divided into elements of news family, advertising 
family and the direct approach. The figure that 
, , follaws is a synapsis of Marstons divisions . 
53 
FIGURE 2 
TOOLS OF PUBLIC RELATIONS AS RELATED BY MARSTON 
News Fam i 1 Y 
press & publicity 
newspapers 
press conferences 
press ki ts 
verbal presentation 
conveying bad news ' 
publicity photographs 
feature stories 
trade magaz ine 
publ icity 
general magazines 
radio: regional 
national 
television 
merchandising 
publ icity 
scrap books 
demons t ra t ions 
Adve rtising Family 
PR advert ising 
image bui lding 
announcement 
posters 
television 
magazines 
(Marston, 1963:120-156). 
Direct Approach 
company/organisational 
magaz ines 
soft sell 
open houses 
exhibitions 
parades 
displays 
meet ings 
lectures 
social ac tiviti es 
picnics 
out ings 
participate in local events 
action programmes: seminars 
mmrds 
fi lms 
Marston supports the content of the aforegoing lit e rature 
pertaining to the tools of public relations. Th e tools are 
all geared towards communicat ion of purpose by means of media 
select ion to the masses or to targeted publ i cs , an d are ' a,ll 
applicable to the practice of community work. 
3.3.3 Similarities and differences between th e tool i of 
community work and public relations' 
As with the teChniques, there are overlap s between the 
tools used in ,community work and publi c relations: 
However, public relations lists several ' tools that 
would be relevant 
f 0 I lows: 
- press releases 
- open houses 
- plant tours 
- opinion leader mee tings 
- publicity photographs 
to community work pr ac ti ce as 
- regional and national radio 
- television 
- and mmrds. 
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A tool such as holding a-n open - house at an 
organisation and its various places of service is a 
unique concept for welfare organisations, yet can be 
extremely valuable in bringing together sponsors, 
possible future sponsors, cl ients, staff and the 
general publ ic in an effect ive awareness campa ign. 
The same principle of relevance appl ies to the other 
tools mentioned. 
3.4 GENERAL AIMS OF THE FIELDS 
Once a pract it ioner has developed a sol id foundat ion 
built upon knowledge of skills, ethics, techniques and 
tools relevant to his profession, he is then in a 
position to dedicate himself to the pursuit of specific 
aims in order to obtain results. These aims form the 
basis for all plans of action and relevant processes. 
The aims of the fields under discussion, as well as 
other helping professions, develop out of a core of 
three basic principles as stipulated by Pollack 
(1976:9): 
- human beings are open systems maintaining themselves through 
exchanges 
- human behaviour is wish relevant i.e. has purpose and is goal 
related 
- mast human behaviour is learned. 
Within this study, the concept of "aim" fulfills the 
following definition by the Collins Thesaurus (1987:22): 
" 
to direct ones l' efforts (at) or strive (towards) -
... goa 1, intent ••• purpose •.• " 
3.4.1 The aims of community work 
Specific projects will have specific aims. The 
general aims of the social wor/< profession can be 
conceptualised by Pincus and Minahan (198/:15) in 
their analysis of functions as follows: 
,-. 
- to assist people to enhance their problem solving capacities 
- to establish links between resources 
- to facilitate interaction between resources and people 
- to develop and mOdify social policy 
- to serve as agents for social control 
- to dispense material resources 
More specifically, community work aims as stipulated 
by Hugo (1984:213, 214) are as follows: 
- identification of needs in the community and the determination 
of auxilliary services and resources 
- acquiring representation from the community 
- fac iii tating commun i ty parti c ipa ti on . 
Weyers (1987:99-102) stipulates ten further aims of 
community work in his thesis as fallows: 
- satisfaction of material and non-material needs 
- solving specific problems 
- unlocking the potential of the community to solve problems 
- stimulating interest and participation in community affairs 
- improving the power base of the community 
- fostering collaborative attitudes 
- increasing (and enhancing) indigenous leadership 
- maintaining internal stability 
- facilitating adaptation to change and 
- attaining sanctions to achieve results . 
3.4.2 The aims of public relations 
Arousing and maintaining good wi I I and public 
interest; 
bui lding 
aims of 
safeguarding professional reputations and 
good internal relationships are fundamenUrl 
public relations (Black, 1978:18). General 
aims for use of public 
goodwill of the public; 
in the best interests 
refations include winning the 
support ing management to act 
of the public; faCilitating 
better understanding of the 
the contribution of the 
promoting free enterprise; 
organisation; explaining 
company to the economy; 
educating the public in 
economic areas; developing new markets; and creating 
awareness of the company in government, financial and 
other circles (Malan & L I'Estrange, 1973:37-38). 
Weyers (1987:224-225) highlights the following aims: 
- improving labour relations 
- faCilitation of internal communication systems 
- gathering of data for effective decision making 
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- anticipation and prevention of problems 
identification of public opinion about an idea, and then 
changing it 
- the doing away with misunderstandings 
- faci! itation of effective comnunication betmen the company and 
the publ ic 
- relaying of information to the public 
- the controlling of what is said by whom to the public 
- being a bridge between the company and the 'public 
- resolving conflict between the public and the company ' 
- the giving or receiving of moral, financial and public support. 
Two further aims were suggested - namely; - get ting 
employees to identify with the company, and developing 
and conveying a pos i t ive image of the company to the 
public (Malan & L j'Estrange, 1973:37; Weyers, 
1987:224-225). 
3.4.3 Similarities and di fferences between the aims 
(functions) of community work and public relations 
The aims of the two fields differ markedly in their 
emphasis, with community work 
strong therapeutic content, 
concentrat ing upon a 
and publ ic relat ions 
concentrating upon a more commercial mi leu. Despite 
this difference of emphasis, certain core elements 
remain very similar e.g. communcation. 
The following aims of public relations are dissimilar 
to communi ty work as it stands in the past. However, 
for future practice, community wor/(ers wi II have to 
look to new options, and could draw upon the 
aims of public relations to broaden the 
service rendering: 
improving labour (staff) relations 
- facilitation of internal comnunication systems 
- identifying and changing public opinion 
- faci! itation of effective comnunication betmen an 
organisation and the public (comnunity) 
fo I low i rig 
base ' of 
- being a bridge between the organisation and the public 
(comnun i ty) 
- and resolving conflict betmen the organisation and the public. 
With a more commercial and practical outlook on the 
organi 'sation and community, positive and re c ipro c ally '-" 
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satisfying relationships can be built and maintained. 
3.5 THE PLACE AND FUNCTION OF PUBLIC RELATIONS IN COMMUNITY 
WORK 
3.5.1 Presentation of services of welfare organisations 
"Planning and developing public relations programmes 
are important sldlls for social wor/cers with the 
current public and political attitude towards 
government funding of services Agencies must be 
able to present their services and successes to the 
community in ways that create public awareness, 
understanding and commi tment publ ic relat ions 
functions are no longer 
distant organisation 
the so 1 e responsi b i 1 i ty 
all professional 
of a 
s taft 
should have public relations skills as well as 
understanding of professional ethical standards 
an 
so 
that they can serve agency needs 
advanced level students should 
Content for more 
include planning for 
overall public relations compaigns, forming an agency 
market ing image, deal ing wi th the media during agency 
crises, and cultivating positive contacts with the 
agency l's many publics" (Bedics and Hall, 1987:62,63). 
From this statement, it is clear that public relations 
needs to be taught in the curriculum of social work 
students to provide them wi th the ski lls needed to 
market their organisations and gain community support. 
This places public relations in the realm of community 
work, which in turn could contribute significantl'y to 
the content of community work being ' taught in our 
universities today. 
Public relations concentrates upon the less developed 
areas of community development tllereby actively · 
placing it within the ambit of community wo'rlc. Snyman 
(1983:99) states: 
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" skakelbeamptes en opleidingsbeamptes . . . al meer 
op die minder ontwikkelde dele sal konsentreer". 
This function of co-ordination of welfare or community 
services is very important e.g. Family Planning 
Campaigns. Co-operat ion between all elements of ' the 
community are implied . To be an effective 
co-ordinator, the community worker facil itates the 
process by means of newslett e rs ; monthly and annual 
reports; information services; meetings 
committes (Snyman, 1983:102). 
3.5 . 2 Community work and other professions 
Community work cannot stand alone as a method. 
(1982:20) states the following : 
"Social workers should see themselves 
and 
He 1m 
as 
change agents with the community as the primary 
target this leads us to the need for community 
development as an integrated and interdiscipl inary 
task, involving both other professionals and the whole 
commun i ty." 
Community work clearly needs the support of other 
professionals. Wi th in the context of th i s rea 1m, one 
could include the need for publ ic relat ions . Wi th 
reference to the involvement of other professions, 
Kotze (1983:83) states that community work needs the 
input of other professions in effect ive service 
rendering, be it as seperate use or as internal ising 
the professions into the practice of c 6~munity work. 
3.5.3 Role of Public Relations in community work 
Williams (1987:144) is of the opinion that public 
relations has an important role to play in the 
identification of opinion leaders, and involvement in 
st imulat ing their intere s t by means of educat ive and 
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amusing campaigns. 
also important 
Providing a flow of information is 
there has to be maximised media 
coverage of positive features and minimisat ion of 
adverse comment. Cammun it Y work can der i ve bene fit 
from applying a similar school of thought. 
Finnegan, Bracht and Viswanath (1989:55) place the 
need for large scale campaigns in the lap of community 
work when they state the following: 
"One of the most important dimensions of 
community-based campaigns in their empha s is on 
mobilising whole communities as an overall strategy to 
enhance the potential for individuals to change." 
The motivation behind the increased use of these 
campaigns is to attempt to improve the qual ity of life 
and to solve social problems by: 
- seeking complex long term outcomes 
- using multiple strategies of intervention, and 
- emphasising the community (Finnegan et aI, 1989:54). 
Grosser (1969:351-352) identified the need for 
commun i ty 
acknowledge 
hea It h 
the 
and welfare planning agencies to 
publ ic source of the i r support. 
Participation of the general public in welfare 
act ivities was advocated with the priority for total 
community planning emerging. Grosser stated that new 
techniques were called for to seek all ies and to 
obtain sponsorships (1969:355). What better ally than 
the field of public relations? Van Zyl (1989:274) . 
provided a table of sample role profi les whereby the 
role of pub I i c re I a t ion s 
identified within social work. 
following: 
officer/marketer was 
Van Zyl states the 
"Major functions: Project a positive image of the 
organisa~ion, create an enviroriment condusive to 
publ ic support of the service and ' providing fe.edback 
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to ensure uniformity between services and raised 
expectations: 
Cri tical outputs 
* specification of the service (product) 
* report on market research and outline of the requirements of the 
comnuni ty 
* marketing and implementation strategy 
* evaluation of pilot study 
* assessment of creative ideas 
* med i a re I ease documen t s. " 
By stating this, Van Zyl has combined the functions, methods 
and tools of publ ic relations and commun i ty work 
professionally and theoretically. 
3.5.4 Relating an Organisation to the Community 
According to Per lman and Gurin (1972:39), 
strengthening community partiCipation and integration 
involves the participation of individuals and groups 
acting on community 
be related to its 
needs. An 
commun i ty 
organisation needs to 
by means of public 
relat ions, development of services and part icipat ion 
in community affairs. To accomplish this, effective 
lines of communication both within the organisation 
and into the community need to be developed. This is 
another example of how relevant public relations has 
become in rendering effective community work s ervices . 
As long ago as 1940, Chakot in .(1940:29) was explaining 
the effects of publ icity on the behaviour of people. 
Peplow (1987:4-5) linked publicity and public 
relat ions by stating that they were essent ial elements 
in exhibi t ions. Exhibitions are one of the tools 
shared by both public relations and community worlc . . 
Malan & L"Estrange (1981:217-219) are of the opinion 
that public relations techniques 
community worlc organisations in 
fundrai.sing, obtaining publ icity 
can greatly assist 
matters affecting 
for worthy causes, 
and aiming carefUlly planned and orclles.trate<1 appeals 
at target audiences. 
... ~ 
.' . 
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Abels and Murphy (1981:74) have the following to ' say " 
about the publ ic relations function in community work: 
"In light of their everchanging external environments 
and their need to mobilise constituencies , attract 
financial support, 
and effect ively 
organisations must 
deve I op overa II commun i ty support, 
del iver services, care-giving 
take the time and effort to develop 
a planned program of public relations." 
External matters such as staff, finance and the client 
system would need to be taken and translated to output 
in terms of services and reciprocal value with an 
emphas i s on accountab iIi ty and the feedback to 
sponsors, clients and funding bodies (Abels and 
Murphy, 1981:75). 
B I a c k (1976: 1 56) s tat est hat ma n y 0 f the act i v i tie s 0 f 
publ ic relat ions do not only affect the commercial 
sector, but have a commercial aspect I inking mc;rny 
activities which in turn have a direct effect on the 
general well being of the population. Til i sis ' {J 
direct reflection of one of the main pourposes behind 
community work. 
3.5.6 The link between community work and public relations 
Black (1976:161-162) ties public 'relations ' in with 
community work as follows: 
- there is a constant need to fundraise to practise social work , 
- the running and adminstering of a direct service organisat iorr 
is a continual exerc,is,ein public relations" , " 
- it is necessary to maintain interest and synpathy at 'a high 
level 
- internal communications in the form of house journal s , improved 
stat ionery and frequent personal 'contacts are essent ial 
- image develor;ment to attract volunteers and funding is ongoing 
- there is the constant need to show that the organisation 
fulfills a vital function hllich the State cannot fill 
- efficiency can be increased by the adoption af publi c relations 
techniques 
- the success of p"ojects depends upon the purs!wnce of' correct 
public,relations policies, 
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Les 1 y, (1967: 10) tie s in with this philosophy by 
listing some objectives of public relations as b e ing 
as follows: 
- fos ter ing conmun i ty good wi 11 
- overcoming misconceptions and prejudices against the company 
(or organisations) 
- education of the public in the use of a product or to a certain 
point of view 
- the formulation and guidance of policies. 
Despi te the fact that these object ives are ment ioned 
in a commercial set t ing, they can be made direct ly 
applicable to the functions of community work, and the 
objectives of welfare organisations. 
Federico, (1976 :2 58) maintains that a task centred 
approach with task and process focus is called for 
e.g. building a new playgraund and building viabl e to 
pract ical and communicat ion structures respect ively. 
These would require techniques and tools of public · 
relations in implementing this programme. He also 
makes reference to campaigns in the context of 
compromise, arbitration, negotiation , bargaining aria · 
if need be - mild coercion (Federico, 1976:260). 
3.5.7 The utilisation of public relations in community work · 
Blumenthal (1972:65-77) propagates utilising public 
relations techniques in community work as follows: 
fundraising 
volunteer recruitment campaigns 
- attend to large corporation donors with major publicity drives 
prove worthiness of public support 
publish annual reports 
publish supplementary literature 
utilise the private stationery of the upper eschelons to 
endorse campaigns. 
Rich and Swart (1967:357- 3 65) discussed pllblic 
relations in non-profit organisations and arrived at 
the following assumptions: 
- it begins at pol icy-making level 
- the organis(ltion has to live up to \dIat the conmunity expects 
. ,'-
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- a public 
analysis 
eva I uated 
relations programme 
of publ ic opinion, 
should be based on accurate 
and should can t inua lly be 
- "audience" participation should be encouraged 
- volunteers should be carefully trained 
- friendly alliances with organisations maintaining similar' 
objectives should be secured 
- open houses 
fundraising should be ongoing and an opportunity resulting 
from sustained public relations: 
* d i rec t ma il 
* benefits like balls and bazaars 
* rail ies 
* contests 
* campa igns • 
These are all factors relevant to the pract ice of 
effective community work . 
3.5.8 The similarities between community work and public 
relations 
According to Weyers (1987:449-451), the role of publ ic 
relations is firmly entrenched in community work due 
to the following similarities: 
- the end goals are the same 
- work terrains can be shared 
the same scientific process is followed 
- under certa in cond it ions, comnun i ty work can be done wi th pure 
public relations 
- all of the public relations techniques can be utilised within 
the comnunity work techniques 
- publ ic re/at ions is a funct ion of comnuni ty work, ... 
- both must be carefully planned. 
3.5.9 The administrative influence in ·community work and 
publ ic relat ions 
There is a 
through all 
strong thread of 
the methods of 
administrat ion 
social work. 
.' 
rl1nn ·i ng 
Pub I i c 
relations has a strong foundation of adminstration 
which is demonstrated by Canfield (196.8:311) .as he 
/ ikens several funct ions of publ i 9 relat ions to those 
of business: 
- budgets need to be prepared 
co-ordination of all activities needs to be done 
- programmes need to be planned 
- pol icies n~ed to be establ islted 
evaluation· needs to be all encompassing and ongoing 
, . 
..... _-
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- media are selected 
- messages are compiled. 
Abels and Murphy (1981:76-77) elaborate upon the 
nature of communicat ion select ion that takes place in 
the form of advertising, brochures, pamphlets, radio, 
television, newspapers, lobbying, handbooks, 
periodicals, speeches, agency tours, 
etc. This underlines the need 
special 
for 
events 
strong 
administrative and organisational skills laced with 
creativity all of these factors being elements of 
both community work and public relations. 
Canfield (1968:315) stipulates the public relations 
objectives of welfare organisations as follows : 
- increasing membership 
- interpreting policies, practices, objectives and 
accomplishments ' 
- detennining public attitudes 
- fundraising activities 
- correcting misconceptions 
- securing legislative support 
persuading participation 
- recruiting volunteers 
- improvement of internal staff relations. 
In this manner, the object ives of publ ic relations are 
applied to, and internalised with, the objectives of 
community work in general and welfare organisations in 
particular, again emphasising the significant rO"le 
that administration plays throughout the process. In 
this context the term administration is being I/sed as 
both a verb and a noun implying management and a 
strong clerical content respectively. 
Weyers (1987:123) ident ifies publ ic relat ions as part 
of the helping techniques of communi ty work. The 
techniques are utilised to enlist pub I i c 
understanding, sympathy and support for the 
organisation; to benefit the organisational client 
and action. systems with reference to the attitl/tl e s and 
behaviour of the publ ic and to bring about change 
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wi th in the target 
would 
system. 
require 
Application of these 
techniques administrative and 
organisational skills. 
3.5.10 A "Publ ic" and a "Communi ty" 
3.5.10.1 
Throughout the text, use has been made of the word 
"community" when discussing community work, and 
"public" when discussing public relations. Weyers 
(1987 :275-284) has done extens ive research wi th 
regard to these two terms and their places wi thin 
community work 
of clarity in 
will be paid, 
the reader to 
and publ ic relat ions. For the purpose 
this investigation, brief attention 
however, to these concepts to enable 
gain insight into further aspects of 
the role of public relations in community work. 
"Publ ic" 
Anderson and Rubin (1986:362) define pub I i c 
relat ions as a del iberate 
organisat ion l,s good image 
various publ ics. 
effort to maintain an 
in the eyes of its 
A publ ic refers to a group of individual s \vho are 
being targeted for the reason of influencing them 
by a process of communicat ion (Cut I ip and Center, 
1982:116-118). It is a disconnected set or system 
of groups of individuals experiencing common 
problems within similar levels of involvement for 
similar issues (Grunig, 1989:214). It can also 'b,e 
a distinct group of people exhibiting an actual 
interest in, or an impact upon , an " organi ~ at ion 
(Kotler, 1975:17). 
From these statements and defini t ion, one gathers 
that a public is a more intangible phenomenon and 
can be transient in its existance e.g. a trade 
union. 
. . 
", 
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3.5.10.2 IICommunity" 
The term "community" as loosely defined in Call ins 
Thesaurus (1987:1984) implies a local population 
inhabiting a geographic area with an element of 
brotherhood binding them together. 
Weyers (1987:459) provides 
definition in his glossarium: 
''''n maatskapl ike 
professionele en 
sisteem 
funksionele 
a more structured 
met posisionele, 
bindinge, en die 
bindinge bestaan wanneer - " n versameling individue 
met inherente potensiaal gelokal iseer in I'n 
geografiese gebied met inherente potensiaal 
deurlopend deur die daarstell ing , instandhouding, 
ontwikkel ing en benut t ing van sisteme trag om 
I'n verskeidenheid stremminge te hanteer ... ". 
These definitions give communities a more permanent 
and resourceful quality. There is a strong element 
of identity prevalent which in turn would provide 
substantial supportive networks for practitioners. 
3.5.10.3 An application of public relations publics to 
community work 
According to Anderson and Rubin (1986:370-379), the 
publ ics of publ ic relat ions are: 
- personnel 
- unions 
labour relations 
- consumers 
- media 
- trading area 
- government. 
FIGURE 3 
An application of public relations publics to community 
work 
PUBLIC RELATIONS PUBLICS COMMUNITY WORK PUBLICS 
Personnel - company Staff - we I fare organ i sa t ions 
- opposition finns - insti tuti ons 
- professional - professional 
- administrative - day care centres 
- administrative 
- hospitals 
Unions - factories Professional Associations 
- companies - Counc i I for Social Work 
- Soc ial Workers Association of S.A. 
- South African Black Soc ial Workers 
Labour re I ati ons Labour relations 
- personnel work - industrial socia l work 
- staff development - interstaff relationships 
Consumers - customers Consumers - c l ients 
- buyers - sponsors 
- market - conrnun i ty 
- prOfit orientated - users ' of services 
- non profit orientated 
Media - advert ising Media - advertising 
- sel,ling - infonning 
- promoting - educat ing 
- mmreness campaigns 
Trading area - market Operat ing area - conrnun i ty 
- schools 
- facil i ties 
" 
Government - taxation Government - acts 
- laws - departments 
- municipaLities 
- provinces 
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I t can be deduced tllat a I though commun i ty work uti Ii ses tile 
publ ics, it does so with a different emphas i s 
th'e publics of public relations. 
concept of 
placed upon 
', .. 
. 
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3.6 SIMILARITIES AND DIFFERENCES BETWEEN COMMUNITY WORK AND 
PUBLIC RELATIONS 
This discussion will take place around the e lements 
discussed thus far with relations to definitions, 
knowledge bases, prin c iples, ethics , techniqu es , tools 
and functions within a framework: 
1. community versus public 
2. processes 
3. nature 
4. orientation 
5. theore t i ca I framework. 
,~' .. 
' . .,. 
• 
fi9 
FIGURE 4 
Similarities and Differences between Community Work and pubric Relations 
,----------------- --------------------- --- --- ----- -- ------- ----- --------1 
,5. Historical development Techniques 
I Tool s Knowledge bases ' 
Pr inciple s 
I r-------- -- ----- - - - - -------- --- ------------- --- ------- -- - --- --- -
II . Both have = goals. objectives and aims 
I = s trategi es 
1 = prin c iples: • respect 
I * individual i sat ion 
I • self de t ermining ri gh t 
1 • self help 
: · ' meet ing at cl ients le ve l 
1 r-------------------------- ----- --- ------ ------ ---- ---, 
I ~. Both = way of deal ing will, problems I 
I = individual s are involved I 
1 = deal with human behav iour 1 
I = 110ve organisational sys t ems 
I = have target systems 
I 1 ,------------ ----- ------- -- --- ------------ --- -1 
1 I ,. Involve intera c t ional processes I 
I .- : I Involv e communicat ion pro cesses I 
I I 1 Involve relat ionship pro cesses I 
I I I r--------------------------------- -- , I 
: 1 1 11. Community and public are both : I 
1 1 I 1 social systems. groups of indi- I I 
I I I I viduals and communicat ion ori en - I I 
I 1 I I tat ion 1 1 
I' I I 1 I 
's 1MI' AR I'')') Es'. I I 
Commun i ty i s 
and involve s 
to deal with 
ti es la s t 
a geographical arer 
creation of sys t em s 
prob I ems. Commun i -
longer than publ i CG 
i 
Pub l io relations involve s productivity 
proces ses· Pub l ic relat ions involves c lwnge 
only during the communication process 
• Community work involves change thr oughout 
the proces s 
Community work = method of social work serv i ce 
I'ende ring therapeutic / profess ional dea l i ngs 
Publ ic relat ions = managemen t phi l osophy publ ic 
sys tem communication dealings 
z. 
1 ____________ ___ _ _ _ _ _ __ 3. 
Comm unity work = done at we lfare organisations. indusU· y. 
de partment s and parastatal 
= n on profi t 
= community is advantaged 
Publ ic r e lations = done everywhere 
= profit orientated 
F company is advantaged 
Sk i I I s emph a sis 
Media ut iii sat ion strategies 
[{EY 1. Gnm.ni[y""I'SIlS 111hlic 2. Prc>r.esses 3. NIlllre 1. I)-ientali,m 
_ _ DifferY31ces - - - - Simi lari li es 
-. 
. 
" 
'. 
From 
there 
an analysis 
a re more 
of Figure 4, 
similarities 
it can 
between 
be 
the 
stat e d 
fie Ids 
70 
that 
of 
communi ty work and publ ic relat ions than there are 
differences. The differences remain those of emphasis 
and mot ivat ion for pract ice, the orientat ion for 
community work being one of non-profit with the 
community being advantaged versus that of public 
relations being profit orientated with the company being 
advantaged (Weyers, 1987:283,296). 
3.7 SUMMARY 
This has presented discllssions the 
role 
Chapter 
that publ ic relat ions has to 
about 
play in 
practising community work. An analysis of elements 
such as the techniques, tools and aims, indicate 
that despite several differences, there are more 
relevant and for reaching similarities between the 
two. 
These elements were then appl ied to the role that 
publ ic relations has to play in the community work 
method. It was found that a positive bonding 
factor was that of administration. 
In the final analysis, a figure depicting the 
similarities and differences between community work . 
and public relations based upon theory was devised. 
The similarities outweighed the differences yet it 
was establ ished that publ ic relations techniques 
can be incorporated into community work, but' the 
some does not hold true for community:' work heing 
fully intgrated into publ ic relDt ions. 
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CHAPTER FOUR 
PROGRAMME PLANNING AND MARKETING: 
COMBINING PUBLIC RELATIONS WITH COMMUNITY WORK 
4.1 INTRODUCTION 
service welfare organisation is The image of a 
often poor even 
Just as social 
direct 
though the 
work ho Ids 
cause may be a worthy one. 
the status of a cinder'ella 
profession, so welfare organisations maintain a similar 
status in the commercial and industrial sectors. 
The publ ic cannot be blamed for this percept ion as the 
trend has been for welfare organisations to assert 
themselves when a fundraising drive is being held, or 
volunteers are needed. This chapter proposes to present 
a professional al ternative to this typecast by means of 
discussing the importance of a sol idly based programme 
running all year round and drawing upon market ing and 
communicat ion strategies to upl ift the corporate image 
and upgrade programme content. In this mann e r, a 
combination of publ ic relations and community work will 
be addressed. 
4.2 THE "NEW" WELFARE POLICY 
The new South African Welfare Policy being applied to 0 -
welfare organisat ion has raised issues such as 
rat ionol isot ian, privat is at ion, programme development 
and programme implementation to ensure that subs(dies 
for welfare services are forthcoming. All direct 
service welfare organisations have to present their 
various lengthy programmes to the relevant Department of 
Heal th Services and Welfare, for perusal, assessment and 
jUdgement. Decisions are then made regarding whether or 
not the need for a recommended programme exists. 
In a report issued by the Directorate of , Social Planning 
for the Department of Consitutional Development and 
Planning (1985:133) they state: 
"voluntary welfare organizations should move actively 
toward marke ,ting and selling their services to iJodies 
that need a particular service." 
" . 
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This statement emphasises the need that exists for the 
direct service welfare organi sat ions to have 
communication and public relations 
incorporat ing market ing strategies in order 
and supply the demand for its services. 
effective 
policies 
to create 
The term "rationalisation" is defined by Collins 
Thesaurus (1987:824) as fol lows: 
" make cuts, make more efficient, 
This definition makes it essential 
organ i sat ions 
exist and 
the i r wo r t h 
effect ive 
streamline, 
for direct 
trim. " 
service 
and their right to 
services in their 
commun it i es. 
to prove 
del iver 
Should 
face cut-backs in 
this fail to occur, 
their subsidies and 
organ i s o t ions 
wi 1 1 have to 
shelve projects that cannot be financed. 
The pol icy of privat i sat ion as relayed by the 
Directorate of Social Planning (1985:130) is as follows: 
"There should be a higher degree of privatization of 
social welfare services by the promotion of that form of 
privatization that is aimed at making it possible for 
the State as far as desirable and possible, to have no 
financial or other responsibilities, depending on 
" circumstances, for certain services. 
With the State categorically insisting that the welfare 
of its people is the responsibility of individuals, the 
direct service welfare organisation has to develop 
economic programmes as quickly and effectively as 
possible. This accentuates the need for sound publ ic 
relations at local, regional and national levels. Also, 
for it to be included in the theory being studied by the 
social work students to equip them for the demands which 
programme planning and implementat ion thereof wi II make 
on them. 
4.3 PROGRAMMES 
4.3.1 Programme defined 
Snyman (1984:94) defines a programme as follows: 
" group of projects or activities which a community 
or communi .. ty development agency is involved in once it 
has started to apply the method or has set in mot ion 
the process of community devetopment". 
- -
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Weyers (1987:353) definition impl ies that time, 
constitution, goals and knowledge are needed and is as 
f 0 I lows: 
" " n Strategiese gemeenskapswerkplan 
gefundeerde beleidsraamswerk wat 
is " n tydsgebonde en 
vereistes uitspel 
rakende beide die spesifieke werksterreine wat betree 
goon ward en die aard 'van die doelbereikingsproses wat 
ten opsigte van elke terrein gevolg mag word." 
Weyers (1987:374) connects pub I i c relat ions and 
community work programmes when he states that the 
implementat ion of a strategic plan (or programme) 
requires a combined public relations programme and a 
community work programme being developed for every 
working area, and subsequently, being implemented. 
Wilkerson (1980:158) defines a programme proposal as 
f a I lows: 
"A programme design with supporting decumentation that 
establishes organisational credibility and ma/ces a case 
for external funding. It sets forth what is needed, why 
it is needed, and how it is to be structured and 
implemented ••• " .. 
These definitions infer that a programme is a ground plan 
of activities aimed at 
specific reasons, and 
document stat ing the 
attaining 
that it 
missions 
certain objectives for 
takes the form of a 
of the project or 
projects. This document provides just ificat ion [or the 
plan and reasons as to why the plan exists; '- what needs 
to be done to improve the situation; the manner in 
which this action is to take place, and the 
infra-structure that will house it. 
4.3.2 Planning a Programme 
Before campi I ing a programme, Lesly (1967:360) states 
that certdin questions need to be answered: 
* w10t do we wont the comnunity to do 
* what effect do we want to create on the audience 
* what action do we want them to take 
- . 
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* what are the specific expectations. 
Federico (1976:105) takes this philosopohy 0 step 
further when management by object ives is advocated 
within the welfare setting, and planning needs to 
address four levels: 
* goals = broad statements of overall mission 
* objectives = concise, specific and measurable 
* strategy = the means to accomplish the ends 
* milestones = strategy steps into completed pieces of action. 
Black (1978:7) emphasises the importance of defining 
object ives in terms of short and long term, and to do 
so, research is essent ial in the planning stages. 
Muchinsky (1987:46) emphasises the relevance of 
descriptive statistics describing the data to give the 
pract i t ioner a general direct ion. The elements of 
organisational analysis, operations analysi s and 
person analysis are incorporated into 
(Muchinsky, 1987:251-257). 
this process 
From the various perspectives provided in the 
foregoing, there is a general consensus as to the 
necessity for programme planning for effective 
community work and publ ic relations practice. 
4.3.3 Mission statements of a programme 
Kotler (1982:34) defines a mission statement as being 
the basic purpose of the organisation incorporating 
what it is attempt ing to accompl ish by means of the 
programme. 
" 
Pit t (1989:284) states that writing a mission 
statement is a team approach within a welfare 
organisation and has devised a model to demonstrate 
this statement. 
.<I 
.... 
FIGURE 5 
FORMULATION OF MISSION STATEMENTS IN WELFARE 
ORGAN I .sAT IONS 
Orientate planning team 
Provide wi th results of research 
Orientated towards marketing strategies 
Provide examples 
• 
Individual brain storming 
around the quest ions: 
~ 
"Who t business are we in ? /I 
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sessions 
"What do we need to accomplish?" 
~ ,. 
Formu I a t i ansI 
-Group brain storming sessions 
Feedback 
.lIo.. 
.. i.. Reformulations 
r r Analysis 
Apply to objectives 
fS'at isfactor) 
mission ~ 
statements I~ ~ 
~' "W ""* Mission becomes driving force 
of strategy 
* 1 ncorporate it-into the progranrne 
* Conrnunicate i t to the p.lbl ics 
* Evaluate results 
" (Adapted from PItt s FIgure 2: A process mode I for the 
formulation of mission statements in welfare organi s atio'hs 
(1989:284)). 
, 
The mission statement provides a clear paint of reference for 
all planning to revolve around and gives the welfare 
organisation direction and purpose - when planning and 
implementing programmes. Pitt (1989:285) ties the use : of 
mission statements by welfare organisations into publ ic 
relations when he states the following: 
"It motivates the organisation"s members and gains from them 
a clear commitment by clearly communicating to them the 
nature and premise of the organi_sations business. Fino lly, 
it also ensures understanding and support from peopie outside 
the organisat ion who are important to its success. ,-, 
-
In this manner, the mission statement and tile programme in which 
it appears, become tools of both community work and public rela-
t ion s • 
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4.:3.4 General Characteristics of Programmes 
Programmes, like reports and good books, should have a 
beginning ident ifying the main characterist ics and 
sett ing the scene .for the next phase the content. 
The content wi 11 concentrate on ways and means of 
attaining objectives, and the structures in wh ich i t 
will operate. Methodology, time schedules and 
financial implications are relevant here. The final 
phase will be that of evaluation of tile culmination of 
the programme to ensure that the process of planning 
can be facilitated from the end. 
According to Federico, (1976:112) programmes should 
be innovat ive; the guardians of values; mechanisms 
for strengthening and expanding public services; and 
filling the gaps. Criticisms levelled at programmes 
being drawn up by welfare organisations by Niemand and 
Bernstein (1990:32-33) were that the only attempts 
being made to "sell" the programme were 1 ists of 
unrelated facts, and the la.ck of management started 
out as clinicians and were then pressured extel'nally 
to present programmes. The view paints of these 
authors emphasise the need for the inclusion of public 
relations theory into community work theory in order 
to meet the demands placed upon practitioners to 
present innovative convincing programmes to thereby . 
market their services. 
Niemand and Bernstein (1990:33) tie marketing in to 
welfare organisations when they state the .followfng: ,._ 
" the programme is being used as a marketing 
strategy to acquire state funding .•. " 
Programme proposal ~ontents can be used as a· means of 
obtaining funds from the publ ie, and hence become a 
publ ic relat ions medium in addi t ion to seeking State 
subsidies. They realise more than one goal through 
this time and effort. 
Malan and L ·'Estrange (1981:65-67) advocate the use of 
effectivity diagrams 
interelatipnships of 
in programmes 
staff as well 
to indicate 
as their 
relationships to the publics that they are planning 
for. These can be used most effect ively in both 
public relations as well as community worle programmes. 
77 
Federico (1976:112) As prev i ous 1 y men t i oned by 
programmes shou 1 d be i nnova t i ve inferring an artistic 
or creative element which ties in directly with the 
philosophy of Skinner and von Essen (1988:1) that 
public relations is not a science, it is an art. 
Nevertheless, it is an art requiring great structure -
one of them being that, like community work it needs 
to be pract ised wi thin the realms of a programme. 
Mitchell (1976:7) corroborates this by emphasising 
that one of the activities of community work is 
devising policies and programmes . 
4.3.5 Eva luation of programmes 
Evaluation of a programme is an ongoing process and is 
operational throughout the implementation of 
activities. Malan & L i'Estrange (1977:70) and Federico 
(1976:115) concur that evaluation is the measur ement 
of the level of objectives attainment. With reference 
to evaluating public relations programmes, Malan & 
L I'Estrange (1977:70) emphasise the following: 
- how will activities contribute to goal attainment 
- wi 11 it be financially profitable 
- how clearly are goals outlined and understood 
- does the organisat ion suit the goals 
- does content cover all the public relations points 
- what provisions are made for future improv~nent of public 
relations activities 
- does a specialist or expert need to be called in to revise the 
progranme. 
Federico (1976:115-116) discusses eight criteria 
developed by Winnifred Bell 
welfare programmes as follows: 
- objectives attainment level 
- legislative authorisation 
source of funding 
administration structures 
- elibility requirements 
coverage of client syst~ 
- adequacy 
- equity 
in evaluating social 
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A conclusion which can be drawn from the discussions 
of these various authors is that evaluative elements 
of publ ic relations programmes are direct ly appl icable 
to the programmes of commun i ty work, to the extent 
that a public relations dimension should also be 
included among the elements to be evaluated in a 
community work programe. 
4.4 MARKETING 
4.4.1 Marketing and Markets defined 
Welfare organisations have been instructed by the 
Directorate of Social Planning (1985:133) to market 
and sell their services. The most workable definition 
of many is that of Kotler and Bloom (1984:4-5) when 
they define marketing as follows: 
"Marketing is the analysis, planning, implementation 
and control of carefully formulated programs for the 
purpose of achieving organisat ional object ives. It 
relies heav i ly on designing the organisations offering 
in terms of 
on using 
distribution 
markets." 
the target market needs and desires, 
effective pricing, communication 
to inform, motivate and service 
The implications of this defini tion are t 110 t 
and 
and 
the 
the 
organisation needs to plan and lay out its objectives 
and plan of act ion in a programme to meet the 
ident ified needs of the target group. A commun i ca t ion' 
strategy needs to be developed and implemented so thaI 
distribution of services are effective. The market in 
the case of community work, will be the client system 
and the target system. Grunig (1989:216) defines a 
market as follows: 
"A marke,t· is a segment chosen by an organisation to" 
help meet its mission." 
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This definition ties in with the mission statemeht : 
element of programmes, as well as with the systems· 
theory of the commun i ty work method. In terms of th i s 
definition when applied to community work, the mar/eets 
would be sponsors, subs idy holders and resource 
systems. Marketing is broader than public relations, 
but public relations forms the foundation of this 
function. Public relations is utilised to do 
marketing effectively. 
4.4.2 Market versus Public 
Grunig (1989:216) defines a public as follows: 
"publ ics, in contrast (to markets), organise around 
issues and seek aut organisations that create these 
issues - to seek informat ion or help, to seek redress 
of grievances, to pressure the organisations, or to 
seek regulation of the organisations." 
The implication of this definition on community work 
is that communication with publics seeks to enhance 
autonomy whereas markets are c6mmunicated with tn 
utilise goods and services. A commuhity worker needs 
to address both publ ics (targets for change) and 
markets in an effort to provide an overall effecfive 
strategy for achieving aims,objectives and goals as 
stipulated in the programme of service rendering. It 
should also be borne in mind that a communi ty is a 
broader system, but that members of publ ics can be 
found within communities. 
. . ' ,., 
Diagrammatically, 
fo II ows: 
t his could 
FIGURE 6 
be demonstrated 
PLACEMENT OF COMMUNITIES, PUBLICS AND MARKETS 
KEY 
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as 
Commun i ties 
Publics 
Markets 
This figure impl ies that markets and publ ics are housed in communities, 
and that they frequently overlap. 
4.4.2 Facts of Marketing 
Public relations techniques are utilised to explain 
problems, elaborate 
pressures and show 
about 
how 
complexi ties, inform about 
the "consumer" benefits. 
Skinner and Von Essen (1988:112-113) ide,ntify [ivemain 
facets of market ing wi th in 
relations as follows: 
* research 
the realm of publ' ic 
* merchandising (presenting the product to best advantage) 
Z advertising (attracts attention, arouses curiosity, conveys the 
message, instils a wish in the consumer to use) 
* sa les promot ion (product launches, short term products to push 
the services) 
* C()7Jl1un i co t ion 
.- ." : 
Bar ring act u a I s e I ling, un I e s sit i s a s 
drive, these facets of market ing can 
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a fundr'a ising 
be appl ied to 
communi ty work as they can form part of its funct ions, 
tools and techniques. 
Baker (1984: 3) defines advert ising as a cr'aft or 
science in creating a source of information for 
consumers. The combinat ion of advert isements forms 
part of an advertising campaign which ties in closely 
with campaigns as a tool of botll commu nity wor'k and 
publ ic relat ions. 
Van de r Wa I t (1981:1) states 
marketing sllould be as follows: 
- profitabil ity 
- survival 
- growtll 
- consumer orientation 
- welfare of society 
organisat ional integrat ion. 
tile principles of 
These principles ca n be directly applied to the 
commun i ty work process and the cont inued exi s tence of 
welfare organisations. The welfare organisation has 
to ensure that it does not .go bankrupt, hence the 
e lement of profitability is utilised albeit to a 
le sser extent. The growth of services and the 
survival of existing s tructure s need to be ensured 
based upon an orientation of serving tile client 
system, or the consumer of services. Organisat i ona l 
structures need to be sound to encourage growth, and 
this will then lead to stronger, more effic i ent-
service rendering enhanc ing the wei fare of the 
society. 
Anderson and Rubin (1986:5) identify strategic tools 
of market ing 
publ/cify, usual 
as being advertising promotions, 
merchandising and publ ic relat ions. 
Skinner and Von Essen (1988:116) argue ' that public 
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relations is a management function, and not a mere 
tool to be applied or bandied about willynilly. 
Whether public relations is a tool, a philosophy or an 
occupat ion, its contents can be appl ied to communi ty 
work and the marketing of welfare services based upon 
the evidence provided. 
Another facet of market ing is that of the mar/eet ing 
mix, which, according to McDonald (1986:5) refers to 
all the tools and techniques of marketing requiring 
information on wants, development of products or 
services to satisfy those wants, prices charged, 
distribution and communication. The implication of 
this definition is a hoI istic approach involving team 
work and many discipl ines in order to get the job done 
- precisely the philosophy behind both community work 
and publ ic relat ions. Mason and Ezell (1987:4) concur 
with the contents of McDonald i,s statement about the 
marketing mix, and elaborate upon the premise that 
supplying what the cl ients need must occur wi thin the 
strategy of the company providing the expected rate or 
return. This echoes the basic premise of welfare 
organisations that they should deliver specialised 
services in a cost effective manner . 
4.4.4 The marketing of professional services and non-profit 
organisations 
Evert Gummesson (1984:125) states the following: 
"Professional service firms are becoming ' increasingly 
interested in marketing, despite previous barriers 
against employing marketing tools and strategies in 
many professional fields". 
Gummesson (1984:126) defines a professional service as 
follOWS: 
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"A professional service is qualified ..• advisory and 
problem solving, even though it may also encompass 
some routine work with clients. 
The professionals involved have a common identity 
and such professionals are regulated by traditions and 
codes and ethics. 
The service on offer ••. involves the professional in 
taking on assignments for the cl ient and those 
assignments are themselves the 1 imit of tile 
professional"s involvement." 
Both 
work 
the 
fa 1 1 
services of publ ic relat ions and communi t y 
into the categories suppl ied defining a 
professional service, and it has already been 
establ ished that publ ic relat ions can be fully 
incorporated into community work. With funding 
becoming the major stumbl ing block in implement ing 
meaningful programmes, welfare organisations need to 
look to a future of market ing their services 
effectively, and public relations input will assist 
them in dong so. 
Cant and Machado (1989:236) express the opinion that 
the marketing of professional services has developed . 
through the need of professionals having to cope with 
economic pressures, increasing competition and greater 
consumer dissatisfaction. This introduces the elemen·t 
of accountability which is the whole 
the rationalisation and programme 
welfare structures being implemented 
principle behind 
pol i<!ies of the 
in South Africa. 
Peplow (1987:2-3) refers to the use of marke(ing in 
welfare organisations when he states the following: 
" publicity 
the compa.rty's 
itself is part 
is one of the several components of 
or charities marketing plan, which in 
of the business plan." 
.-
, .... 
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This underlines the assumption that welfare is indeed 
business, and whilst retaining its philanthropic aims 
and objectives, has to look at effective mar/ce ting and 
communication strategies to promote itself worthily to 
its publics or communities in order to gain, encourage 
or maintain support. 
Kotler (1986:681-682) identifies four characteri'stics 
of professional and non-profit services which need to 
be considered when marketing. These are: 
* intangibility - the service cannot be seen, felt or tasted, 
so confidence needs to be created in the 
service. 
* inseperability - a service cannot be seperated from it s pro-
viders so confidence needs to be bui! t up 
* variabi! ity - the qual ity of the service depends upon the 
person rendering it 
* perishability - services cannot be stored. 
According to Kotler (1986:686) the specific skills 
needed to do this type of marketing are: 
- knowledge of audiences needs 
- knowledge of the audiences desires 
- psycho logy 
- communications skills 
- ability to design and influence programmes. 
Sinclair and Beaton (1987:4) state the following: 
" the distinguishing' characteristic 
is a very long tradition of 
of every 
service to profession 
mankind. Significantly it is this ethos which today 
has given impetus to the need to develop market ing 
skills to sustain and further the socially valuaole 
aspects of the professions service." 
The implications 
keeping up-to-date 
of this statement 
wi th modern tr ends, 
are that, in 
professional 
services and consequent ly, communi ty work services, 
need to be marketed skilfully to maintain con .tinued -
service to mankind. 
. ". " . .... 
. '
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Certain forces are wi thin the control of tile mark e ter 
of professional services. S inclair and - Beaton 
(1987:15-24) devised a 7-P programm e or proc e s s as 
f 01 lows: 
* PI = Product (the practice itself) 
* P2 = Place (location, channels used, buildings) 
* P3 = Price (subsidies , fees levied for service) 
* P4 = Promotion (public relations, media events, personal 
contact, advertising) 
* PS = People (clients) 
* P6 = Physical evidence (decor, technology) 
* P7 = Process (professional, admini s trative, control, 
management). 
Concentrating on the components of tllis 7-P programme, 
a comprehens ive market ing programme can be bui I t into 
the content of the normal programm e s attending to the 
goals of community work by means of public relations 
techniques, methods, tools and principles. 
Wi th reference to the quandary of whether or not to 
market the profession and the non - profit organisation 
internally, or whether or not to hire an ex ternal 
marketer, Gummesson (1984:129) has the followin g - to 
say: 
"It is easier to turn a professional into a 
marketing man than to hire a marketing man and get him 
to understand the professional (s) ..• business . " 
This statement ties in directly -With the ne ed for .. 
programmes to b-e . market oriented in order to secure 
state funding and community support. Marketing, 
therefore, has become another essential funct -ion _-of 
community work. 
4.4.5 Activities available to the marketeer 
.,' 
McDonald (1986:96) and Gummesson (1984:127) ag ree on 
the following activities: 
. '~ 
- adverti sing 
- sales promotions 
- public relations 
- direct mail campaigns 
- exhibitions. 
Gummesson 
activities: 
proposals 
- year books 
- brochures 
- conferences 
- seminars 
- synposiums 
(1984:127-128) 
- membership of associations 
- dinners and luncheons 
- entertainment events 
- invitation of offices 
- reference assignments 
- publicati"on of articles 
- publication of books 
annual reports 
client magazines 
- sl ides 
- films 
- bi II boards 
- press releases 
- press conferences 
- interviews. 
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lis t s the fo I low i ng 
A I I of these activities are propogated by both 
community work and public relations. They constitute 
the tools of these fields and need to be act ively 
applied to 
content and 
programmes and 
marketing basis . 
4.5 CORPORATE IMAGE 
4.5.1 Corporate Image defined 
service rendering on a 
Skinner and Von Essen (1988:203) define corporate 
image as follows: 
"Corporate Image is how you look, what you say and 
what you do. Corporate identity is the visual system 
for controlling how you look." 
",' 
.-.... 
" . 
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Kotler (1986:687) gives a concise definition and 
states that i t is the way in wh i ch an individual or 
group views an object. 
Baker (1984:55) gives a worl{able definition of 
corporate image as follows: 
"the aggregate publ ic percept ion of an 
organisation, the corporate equivalent of an 
individua/ l's person i's images belong to the 
observers, not the owners." 
Johnson (1977:279) defines the term by stat ing that it 
is the image of the overall organisation. 
Corporate image 
work services, 
has a direct bearing 
pub I i c relations, 
upon community 
marketing and 
promotions of activities. An organisation with a 
negative or non-existent image will not be able to 
draw support from the commun i ty. The impl icat ions of 
this phenomenon 
according 
provided. 
to the 
are far reaching when analysed 
definitions of corporate - image 
The definitions all imply that the public, whether it 
be general or specific, have preconceived ideas· about 
organisat ions based upon the images being projected. 
Furthermore, the definit ions apply the impact of an 
individuallrs personality, and draw this through to 
state that a corporate image is basically one large 
personality. The way in which it is perceived and, 
therefore, projected, forms one of the funct ions of 
both public relations and community work within the 
setting of a welfare organisation marketing its 
services. 
4.5.2 Marketing a corporate image for a non-profit 
%gan i sa U'on 
-, 
88 
To market a corporate image within the funct ions and 
realm of community work requires specifying objectives 
appl icable to community work and non-profit 
organisations. 
According to McDonald (1986:103) market ing object ives 
related to corporate image would be: 
* educating and infonning to create awareness 
* teaching relevant issues and elicit ing enquiries 
* branding and image building 
* affecting attitudes to overcome prejudices and to influence the 
end users 
* promoting loyalty not only amongst the client system, but also 
amongst personnel. 
These objectives will have positive and far reaching 
effects on the outcome of communi ty work programmes 
and projects if they are professionally appl ied and 
striven towards by means of the tools and techniques 
of public relations and marketing. 
Ko tIe r (1986:693) connects the two phenomena of 
market ing for non-profit organisat ions and corporate 
image by stating the following: 
"Social marketing is the design, implementat ion, and 
control of programmes seeking to increase the 
acceptabi I i ty of a social idea, course or pract ice i[l 
a target group (s). It utilises . market segmentation, 
consumer research, concept development, communication, 
fac iIi tat ion, incentives and exchange theory to 
maximise target group response." 
The implications of this definition are that , with 
planned and sustained application of public relations 
techniques, the organisat ion wi II market its service, 
develop a positive corporate image to elicit support, 
and simultaneously will fulfill the functions of 
community work such as educating the community with 
regard to a relevant issue. This definition serves to 
connect public relations, community work, marketing 
and corpo/'"ate image inexorably, as marketing and 
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corporate image are part of publ ic relat i on s. J t se rves to 
make them independent and failure in one area will c ause a 
ripple effect through to the corporate image which will, in 
turn, affect the reCiprocity of the relationship between the 
organisation and the community that it is seeking to involve. 
Wilson (1984:139) supports the role that market ing of . 
services has to play on corporate image by s tating the 
fo 11 ow i ng : 
" it is not consumers responding to the we i g h t and 
sophist icat ion 
influenced. 
just 
of the professional image maker s who are 
1/ 
influenced. 
Professional service cl i e nts ar e equally 
4.5.3 The process of corporate image in a non-profit 
organisation 
The management and directors should be concerned with 
developing the corporate image for a non-profit 
organisat ion, but ind ividua 1 commun i ty workers could 
individually harness and apply all of th e methods, ' 
principles 
in order 
and 
to 
procedures to 
tie in with 
commun i t Y 
the same 
wo r k pro j e c t s 
le ve l - of th e 
organisation. 
position to have 
than managemen t , 
These community 
deeper and more 
so they s hould 
the importance of corporate image 
getting the job done effectively. 
workers are in. the"" ...... 
far-reachin g effects 
never lo se s ight of 
which also me ans 
Kotler (1986:687, 688 and 693) id e ntifies th e process 
of corporate image making in a non-profit organisation 
as follows: 
- the organisation needs to identify the image it has by means 
of a semantic differential which is a sliding scale g iven to 
certain attributes; 
- it needs to identify the image it is striving for; 
- a marketing plan detailing reali s tic aims and objectives needs 
to be drawn up; 
: .~ ' . 
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- the social change objectives need to be defined; 
- the attitudes, beliefs, values and behaviour of the target 
groups need to be analysed; 
- alternative communication approaches need to be consiqered; 
- the organisation needs to be built, both staff wise and 
technology wise, to implement the plan of action; 
- frequent re-surveys and evaluation have to take place. 
Johnson (1977 :279) 
organisational charts, 
messages encapsulated 
publ ic lls at tent ion in 
propagates the 
budge t s and pub I i c 
wi th in documents 
order to achieve a 
use of 
relat ions 
for the 
pos i t i ve 
corporate image. These factors represent the 
organisation and need to be communicated to the publ ic 
in order to obtain resources and gain support. 
4.5.4 Public relations and corporate image 
Kotler (1986:759) provides us with a definition of 
publ ic relat ions that ties in directly wi til the aspect 
of developing a positive corporate image when he 
states the following: 
"(Publ ic relat ions is) the management funct ion that 
evaluates public attitudes, identifies the policies 
and procedures of an individual or an organisation 
with the publ ic interest, and plans and executes a 
programme of act ion to earn publ ic un·derstanding and 
acceptance." 
This definition incorporates the roles of manager, of 
public relations practitioner and of marketer. 11 hai 
already been established that community workers ·should 
strive to develop these three roles within their 
programmes and their organisation without 
relinquishing the roles 
therapeutic profession. 
cind functions of their 
Anderson and Rubin (1986:382-383 and 385) emphasfse 
the role of public relations in mainlaining the 
corporate . .'image by means of the following steps: 
.-
* research, planning, evaluat ion and counsell ing 
* awareness of all past responses to the organisation 
* collection of infonnation g leaned from conferences and seminars 
* anticipation of problems and develop long tenn strateg ies 
* co-ordinat ion 
* lceeping the team goal directed 
* remaining aware of trends and developnents 
* being responsible for maintaining a positive image 
* press conferences and press parties 
* use only when very important statements are to be made 
* public relations tools 
* events 
* photographs 
* fi Ims 
* tapes 
* speeches 
* annual reports 
* company brochures 
* training mat eria ls. 
Bowman and E I lis (1969:35-37) advocate a variety 
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of 
act ivi ties set out 
ariSing from the 
crystallisation of 
as a pha sed plan within a centra l theme 
obj ectives. The theme should be th e 
the ne eds of the organ i sat ion and the 
cl ient system involving, if need be, a re-design of the 
organisat ions visual presentat i on in order to enhance the 
corporate image sincerely based on meaningful con t ent of 
programmes. 
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From Figure 7, one can see tha t the commun i ty wo rker uti Ii ses 
all the roles of therapist, manager, mar ke t e r and public 
relations practitioner in building an d maintaining th e 
organisation " s corporate image. In t urn , the wh 0 I e be c om e s 
greater than the sum of its parts by th e commun i t y wo rk e r 
being positively influe nced by the corporate image. 
4.5.4 Corporate Image Check List 
It is important that, whilst during the various phases 
of evaluation, the c ommunity worker co nducts cont inual 
visual a ud its and then applies th e results 
practically. Skinner and Vo n Essen (198 8:207-208 ) 
have provided a corporate imag e or identity c heck list 
which has be en adapted by the res ea rcher to be 
applicable to welfare organisations: 
- stat ionery 
* let terheads 
* campI iment s I ips 
* business cards 
* statements 
* matching envelopes 
* office memorandum pads 
- literature 
* annua I report 
* newsletters 
* brochures 
- transportation 
* cars 
* micro-buses 
- arch i tecture 
* exterior and interior design 
* interior lobby 
* furnishings 
* offices 
* decor 
- signs 
* exterior and interior 
* directional 
* decals 
* names/titles 
- Market ing/sales 
* uniforms 
* exhibitions and displays 
4.5.6 
* newspaper and television advertisements 
* booklets and brochures 
* d i rec t ma iI 
* posters 
- employee relations 
* po I icy manua I 
* employee guide 
- accessories 
* crockery 
* ashtrays. 
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These aspects are all highly relevant in a modern day 
welfare set t i ng. 
being housed 
aspect of the 
in 
The days of welfare organisations 
throw-together buildings should be an 
pas t. No organisation can market its 
services and attract attention and community support 
by presenting a permanent facade of poverty. 
Principles of Image Formation 
The enhancing of a corporate 
professionally, scrupulously 
image needs to be done 
and sincerely wi th 
the maximum of co-operat ion with high standards of 
service and excellence in all projects and programmes 
being implemented. Communi ty work is the ideal 
opportunity to develop the corporate image as it works 
at various levels with various communities thereby 
becoming the organisations thermometer of qual ity. · 
When working wi th a corporate image, Nelson 
(1969:55-60) reminds us of seven important principles 
as f 0 I lows : 
people are not rational creatures 
people respond to situations to protect their self image 
- exist ing images in the minds of people need to be reference 
pOints 
- stable images will be maintained regardless of external forces 
- image needs to dispel doubt and uncertainty 
clothe the new image in the already accepted values of people 
large numbers of people need to be attracted. 
The implication of these principles is that human 
behaviou'r is not always determined by rational thought 
or knowledge, but by feelings and unconscious desires. 
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Furthermore, if a person " s self image is threatened in 
any way, they wi II not accept a new image be ing thrust 
upon them. Exist ing images need, therefore, to be 
used as reference points and built out to achieve 
positive results. 
Subtlety needs to be utilised to instill confidence 
in the community to improve upon existing values. 
Sol id research. careful planning, media s,elect ion and 
confident implementat ion need to be done in promot ing 
the image. 
4.5.7 Values and Corporate Identity 
" corporate values define the standards that 
guide 
of 
the external adaptat ion and internal integrat ion 
organisations. 
organ i sa t ions 
employees. and 
Corporate 
servi ce qua 1 i ty 
relationships 
values influence 
treatment of 
wi th customers, 
suppliers. communities. and the environment" (Hunt et 
Qi. 1989:79). 
This definition epitomises the foundation of all 
community workers dealing wit h their cl ients. 
colleagues, employers. employees. sponsors and 
communities at large. J.t is a grander scale of the 
application of community work and public relations 
principles and values discussed earlier in this r~port 
(Chapter Two). 
Examples of these corporate values according" to Hunt' 
et al (1989:80) are as follows: 
- loyalty 
- hard work to accomplish goals 
satisfaction of employee needs 
- mutual dependency 
- ethical practices 
- comni tments. 
These values are reciprocal between the staff of an 
organisa/.ion and the employing body. This sets ' up a 
, :: 
It5 
conducive working environment where workers feel 
happier and can then perform at hi g h l eve l s of 
efficiency and produ c tivity avoiding th e phen omenon of 
burn -ou t . 
4.6 COMMUNICATION 
A great deal of research has been done abo ut 
communication in the past. However, as publi c relations 
is a communications occupation and community wo r k i s a 
th e rapeutic communications se rvi ce, it i s e s sen tial to 
discuss conmunication within th e framework of th ese t wo 
fields. 
4.6.1 Communication defined 
According to Delozier (1976:1), th e term communi c ation 
is derived from th e Latin word " C omm u n is" mea n i ng 
common. Communication is a process com prising 
elements and relationships built upon a foundation of 
commoness of thought develope d between a sender and 
a receiver. This is corroborated by Schramm (1969:3) 
who identifies the three e lem e nts of communication a s 
being: 
- source 
- mess age and 
- destination. 
Anderson and Rubin (1986:13) add two more elements to : 
the process of communication, nam e ly : 
- medium of delivery 
- results (feedback , distorts). 
Communication exists within the r ea lm of all , of the 
experiences of the communicator and the r ec ipi e nts 
perceptual fields, and make s u se of signs or symbo l s 
to convey the message and facilitate a response e . g. 
gestures, expressions and languag e con t e nt (D eT,oz i e'r, 
1976 : 6; Cumm i ng s, eta I 1987: 11 ) . 
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4.6.2 The spoken word 
According to Jefkins (1977 :208), he states the 
f 0 I low i ng : 
" abil ity to express himself clearly, intell igently 
and interestingly is fundamental " 
The entire existence of the humanistic professions has 
depended upon the abil ity to communicate and have 
one i's message rece ived correc t I y. Th i s sen t imen twas 
supported by Evans (1973:2) who stated that the art of 
communication was being articulate. 
There would appear 
basic elements of 
to be universal acceptance of the 
communication. Stanely (1977:144) 
provided a clear cycle of communication as fOllows: 
" messages penetrate our consciousness and are 
changed by our percept ions As receivers of 
messages, we decode them and encode a reply in the 
form of feedback. The rece iver of the feedback then 
decodes i t and encodes a reply, and the cycle 
continues." 
Effective communication forms the basis of 
civilisation as we know it today. It involves the 
interchange of ideas which gives rise to knowledge and 
results in understanding one another. The 
face-to-face form of dialogue is the most effective 
way of deal ing with people and is the most acceptable 
form of communication. This is "particularly 
appl icable to community work ' and publ ic relations in 
the form of interviews, promot ions, conferences and ' 
exhibitions requiring public speaking. The most 
important aspect of communicat ion is that the 
communicator should pravide the recipient with useful 
and purposeful information. 
. ' .. 
.. 
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4.6.3 The written word 
Business correspondence, articles, annual reports and 
financial statements are vital tools of correspondence. 
The elements Of formal letters and reports have always 
been of prime importance in extending professional 
services. Skinnet et al (1982:16) saw the relevance of 
annual reports statements, which in 
themselves are, 
and financial 
can and should be public relations tools, 
as being opportunities for clearly 
organisation and presenting growth 
identifying 
potentials 
the 
wit h 
diplomacy and integrity the purpose behind community 
work. 
4.6.4 A marketing-communications strategy for non-profit 
organisations 
DeLozier (1976:271) defines a strategy as the art and 
science of adapt ing and co-ordinat ing resources to the 
attainment of objectives. To develop an effective 
marketing-communications strategy for an organisation, 
programme or community work project, DeLozier (1976:272) 
provides five steps: 
* assess marketing-communications opportunities 
* analyse marketing-communications opportunities 
* set objectives 
* develop and evaluate alternative strategies 
* assign specific marketing-communications tasks. 
Anderson and Rubin (1.986:16-17) extend these basic steps as follows: 
* understand what can be done 
* prioritise action and take calculated risks 
* choose an appropriate mix of communications 
* evaluate and learn from experiences. 
In order 
effect ive 
for a marketing-communications strategy to be 
programmes, 
cri teria: 
for a non-profit organisation and its 
Schramm (196.9:13) recommends .the following 
* the message must gain the attention of receivers 
* symbols must be employed in conveying the meaning 
* the personality needs of the receivers need to be aroused 
* appropriate ways of meeting these needs must be encapsulated in 
the message. 
DeLozier (1.976:37-41) advocates the use of stimulus ' ~~ 
factors to'~ain attention. According to him, theyare ,as 
fol lows: 
* size (bigger is better) 
* movement (appear to be in action) 
* intensity (bold coloures, loud noises) 
* novelty (unusual and exceptional) 
* contrasts (balck and white) 
* suddeness of contact 
* shapes (different shapes attract attention) 
* multiple sensory messages 
* position. 
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Market ing-communication presents an 
stimuli to the target system with 
integrated set of 
the int e nt ion of 
evoking responses to achieve goals. Mass 
communication reaches a large number of individuals 
and should be utilised when practising community work. 
To be an effective communicator, the community worker 
needs to understand the impact of communicat ion 
the reCipients. Richardon (1969:43) supports 
statement by saying: 
upon 
this 
" 
the practitioner must understand human behaviour 
in order to make the best fit of communication." 
Anderson and Rubin (1986:46) emphasise the role of 
positioning in a 
By this, they mean 
marketing-communications 
the image of 
strategy. 
is, and stands for must be 
what the organisation 
corroborated by the 
marketing-communication selected. 
Sk i I Is needed to do this successfully 
(1987:85) as being 
are stipulated 
those of good by Cumm i ng s eta I 
publ ic speaking, writing, listening and readfng. ' ." 
There is a strong relationship between communications 
and organisational design. 
4.7 SUMMARY 
In the ambit of the functions of a community worker, he 
has to be able to incorporate the roles of a publ ic 
relations pract i t ioner, a marketer of skills and 
services, a manager of a programme or programmes , and a 
the rap i s t. ' 
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Marketing an organisation, a service and a programme 
requires a full comprehension of communication and 
marketing strategies available, a grasp of the l'elevance 
and importance of a corporate image, and a thOI' ough 
knowledge of the methods and tool s availahl e to 
favourably influence the corporate imag e and ac /lieve 
goals. 
A programme i s a vi tal tool in market ing services and 
projects, and needs to incorporate pedant ic th e ories 
with innovativemarketing - communications strategies in 
order to reach the desired communit ies and obtain the 
stipu lat ed objectives. 
_ ) 01 
SEC T ION TWO 
RESEARCH METHODOLOGY AND PRESENTATION OF FINDINGS 
, . 
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CHAPTER FIVE 
RESEARCH DESIGN AND METHODOLOGY 
5.1 AIMS OF THIS RESEARCH STUDY 
.- ... -
The aims of the present research study were: 
5.1.1 to investigate the relationshipbetween community work an' 
public relations along the pre-determined lines of the 
components of a profession, historical development, 
knowledge bases, values, principles, ethics, skills, 
techniques, tools, aims, functions, progr'ammes, 
marketing, corporate image and communication; 
5.1.2 to examine whether publ ic relat ions strategies and 
techniques could be appl ied to comun i ty worlc in order 
to enhance the contents of projects and programmes and 
thereby to add to the body of theory perta in ing to 
community work; 
5.1.3 to devise a model of public relations within community 
work; 
5.1.4 to apply the publ ic relat ions model within community 
work to a direct service welfare organisation over - a 
period of one year and to evaluate the results. 
5.2 RESEARCH DESIGN AND METHODOLOGY 
5.2.1 Research Design 
The most appropriate design used in til i s study 
constituted an exploratory-descriptive design. It was ' 
exploratory in nature since the field at this stage is 
no t we I I developed, and descript ive because the 
researcher has described features of this phenomenon. 
The survey method is ideal for incorporat ing pract ice: 
and research in a problem solving process to extend 
data on specific areas of social work. The approach 
used wds logical, inductive and comprehensive. 
(a) 
(b) 
(c) 
(d) 
( e) 
(g) 
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Inductive reasoning as discussed by Grinnel ;l (1985:62) 
is usually appl ied to resul ts of the research in order 
to make general statements or observat ions to see· if 
they fit the theory. The design is straightforward' 
and seeks to discover the essential character of 
social and psychological phenomena. Accord ing to 
Tripodi et al (1969:9), " exploratory designs have 
as their major purpose the articulation of concepts 
" 
The quantitative-descriptive design was appl ied in 
terms of a cross-sectional survey which stresses the 
representat iveness of elements of the unit under study. 
Grinnell (1985:247, 248) has del ineated seven steps to 
be fo 1 lowed in this type of research design as 
f 0 1 lows: 
General research questions or a specific hypothesis are developed 
prior to the survey i.e. H, = Public relations has a necessary place 
and function in the practice of the conrnunity work method of social 
work for the marketing of organisational services; 
Variables are operationally defined and research instruments for 
gathering data are constructed i.e. the concepts of public relations 
and conrnunity work were defined, and a structured questionnaire was 
constructed; 
A population is defined i.e. the concepts evolving from the term 
"public relations" and "conrnunity work"; 
Select ion of parameters of the study part icipants i. e. the universe 
of public relations practitioners registered with the Publ ic 
Relations Institute of South Africa (PRISA) MIS util ised, and of the 
7 500 social workers registered, a universe of 3 600 MIS lit i 1 ised. 
originating within the boundries of the major cosmopol itan areas 
obtained by use of postal codes. A representat ive sample based upon . 
a twenty per cent (20 %) figure of the publ ic relat ions universe, ' . 
and ten per cent (10 %) of the social workers universe \\·us then. 
obtained by means of random selection; 
A pilot study is done to check the validity and reliability of the ·-
questionnaire i.e. 10 questionnaires were sent to five publ ic 
relations practitioners and five social workers respe'ctively during 
February 1990, and minor technical and language changes were made as 
a resu It; 
Permission is sought from persons to participate in tlles .tlldy i .·e. a 
letter wos sent accompanying the quest ionnaire to selected 
respondents requesting their partiCipation; 
Data are collected, analysed and interpreted i. e. tables have been 
drawn up of all responses to all questions. 
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The pre se nt study contained e lem en t s of 
quantitative-descriptive and exploratory research des ign s a"s 
the focus was on describing common and differing e lement s of 
c ommunity work and public relations . and then applying th em 
." . 
to direct service welfare organi sa t i on s prog/'amrnes. Th e " 
advantage of the exploratory design for this s tud y was it s 
flexibility when appl ied to fi e ld s that are not well 
developed i.e. the appli c ability of public relations to 
community work. Combined exploratary-descript iv e r ese ar c h 
designs have as their purpose the development of idea s and 
theor e tical generalisations. Tripodi e t al (1969:49) s tat e 
that they attempt to fully de sc rib e part i cu lar ph e nom en a as 
thoroughly as possible. 
The present study was action orientated as the researcher wa s 
direct ly involved in applying a publ i c rela! ions / communi t y 
work model to a direct service welfare organisation in order 
to enhance the content of pro je c t s , programmes an d service 
rendering. Leedy (1980:93) s tat es that th e approa c h in 
action research i s to do something to see if it wo/' /(s, which 
ties in wi th the appl icat ion of the findings of the bas i c 
research done by means of an extens ive litera ture s tudy, and 
the gathering and analysis of empirical data. The research~r 
adopted the role of participant-obs e rver as she was the 
"" 
facilitater of th e innovative methods and practices, as well 
as participating simultaneously in the new programmes. 
5.2.2 Methodalagy 
(a) Literature study 
A comprehensive literature s tudy was mad e of b oo/( s and 
periodicals relating to commqnit y war/(. soc "ial work. " 
publ ic relat ions. mar/(et ing. communicat ion and th e 
combination of the aforementioned. 
(b) Sampling procedure 
According to Seaberg (198 6:133), a samp l e i s a portion 
of the persons compri s ing th e subjects of the s tudy; In 
the pr"esent study . th e re se ar cher ma de use of a 
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probability sampling procedure. A probability sample is 
one in which each person in the specific population has 
the same chance or probability of being se l ec ted 
(Seaberg , 1986:136). 
Simple random sampl ing was utilised wit h random 
select ion of respondents. Random select ion , as defined 
by Seaberg (1986:136) is the selection, at random, of a 
specific number of persons from the complete list of 
persons . in the specified population. This I ist is 
referred to as a sampl ing frame in the case of th is 
present study, 
Namely, the lis t 
two sampling frames were utilised. 
of all public relations practitioners 
registered with PRISA numbering 1190 people; and the 
list of 3 380 social workers registered with the So cial 
Workers Counci I of South Africa, res iding or working in 
the major cosmopolitan areas and selected as per postal 
codes e.g. 0001 - 2199 in the Transvaal region. It was 
decided to I imit the social workers sampl ing frame to 
the major four cosmopol i tan areas for the sake of a 
workable size , and to increase the probability of their 
exposure to public relations. 
Random selection then took place based upon a twenty per 
cent (20 %) figure of the sampl ing frame of publ ic 
relations practitioners giving a sample of 238; and a 
ten per cent (10 %) figure of the sampl ing frame of 
social workers giving a sample of 338. 
(c) Survey and questionnaire 
An eight page bilingual questionnaire was d~awn up based 
upon the content of the literature study undertalce n to 
explore the respondents input regarding their fields of 
communi ty work and publ ic relat ions respect ively. 
Arising from this, an assessment of commonalities and 
differences were invest igated and appl ied to the 
programmes and systems of a direct service welfare 
.,~ . 
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orgonisation. Questionnaires were thu s u sed in this 
make observations and pract ical present study to 
appl icat ions, and 
experience of the 
study. 
to gather data on the professional 
practitioners participating in the 
The questionnaire (Appendixes C and D) used in this 
present study, comprised six moin sections and 
subsequent sub divisions as follows: 
(i) Identifying particulars of the respondent. 
(ii) Professional and theoretical aspects 
- values 
- elements of a code of ethics 
- knowledge bases from other professions. 
(iii) Tools, goals, techniques and methods. 
- tools 
- goals 
- techniques 
- methods 
(iv) The place and function of public relations in community work. 
- place 
- functions 
(v) Programmes and programme planning. 
- elements of programmes 
- aspects of programmes 
(vi) Public relations strategies for direct service welfare 
organ i sat ions. 
5.2.3 Research Procedure 
In this present study , a sampl ing frame of 3 380 
social workers was derived by selecting til e postal 
codes of the membership list from the South African 
Counci I for Social Workers of the main areas in the " 
Transvaal, 
Province. 
drawn. 
relat ions 
Orange Free State, Natal and th e Cape 
A sample of 10 % or 338 social workers was . 
From a sampling frame of 1 190 public 
practitioners register ed with PRISA, a 
sample of 20 % or 238 people was drawn. 
On 1st March, 1990, 338 questionnaires were po s ted · and 
on Friday 2nd March 1990, 
posted to the publ ic 
238 quest ionnair es were 
relat ions l'esponden t S 
respectively. All questionnaires contained a covering 
letter stipulating 1st April 1990 as a return date, 
S • 2 • 4 
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definit ions of the two fields being researched, and a 
stamped self-addressed return envelope. 
By 17th April 1990, 17 days after the return date, the 
following numbers of returns had been received: 
social workers = 199 of which 29 had not been completed 
- public relations practitioners = lOS of which 3S had not been 
completed. 
The 17th April 1990 was the final cut-off date . The 
few 
not 
questionnaires 
rega rded as 
that arrived after 
of 
t his d ate we r e 
being part the research 
invest igat ion. 
A pi lot study of 10 respondents (S social workers, S 
public relations practitioners) that were not included 
in the sample drawn, had been conducted in February 
1990 to ensure that the questionnaires were reliable, 
va lid, comprehensive and dea I t wit h sufficient and 
adequate categories. As a result, minor technical and 
language changes were made to the questionnaire. 
Seguence o[ Research 
(1) A comprehensive I iterature study comprising the disc ipl ines 
of publ ic relations, community work, social work, human 
relations, sociology, psychology, communicat ion and 
marketing was done from April 1987 to November 1990. 
(2) A public relations and communications policy was drawn up 
and implemented from June 1989 in a direct service 
welfare organisation. 
(3) Ehglish and Afrikaans questionnaires were drawn up and 
posted in March 1990. 
(4) Data was analysed and presented using tables,graphs and 
figures. 
(S) A research report was drawn up. 
S.2.S Statistics utilised 
In order to measure the significant differences 
between the two fields of publ ic relat ions and 
community work, figures of the returns of repl ies were 
added together, and then statistically converted Into 
chi-square values in order to obtain p-value s of each 
category ,of response. This then provided ihe 
researcher with a quantitative value measuring ·the 
" 
. , 
'. 
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level of significant differences between the two professions. 
(p-value smaller than 0.5 = no significant difference; p-yalye 
greater than 0.5 = significant difference). This then provided 
the researcer with a statistical correlation figure to enable 
accurate measurement of the commonalities and differences 
between the two fields. 
5.2.5 Limitations of the research design and methodology 
(1) Publ ic relat ions is a broad field, but several of the 
respondents selected were practising, but we"e not public 
relations practitioners in the sense of the definitions; 
(2) the nature of publ ic relatians pract iced by non-profit direct 
service welfare organisations may have a different emphasis 
from publ ic relat ions in other fields, so the social work group 
of respondents may have had more insight into the role that 
publ ic relat ions could play in conrnuni ty work; 
(3) I ittle literature hllS available combining the field of public 
re I at ions and conrnun i ty work \<h i ch made it d i ffi cu I t for the 
researcher to obtain a full insight into the similarities 
between these two fields; 
(4) the researcher found Sauth African literature pe,·taining to 
publ ic relat ions difficul t to locate, therefore, the content is 
predominantly Americna \<hich may not accurately I'ef/ect the 
South African situation introducing an element of overseas 
bias; 
(5) a third group of respondents emerged unexpectedly from the 
sample, namely: social workers pract ising as publ ic relat ions 
pract i t ioners. These appeared to be confused at times as to 
how to answe the questionnaire; 
(6) the address I ist of social workers did not specify their 
current method of practice e.g. caseworkers or integrated 
approach. Neither did it specify their posit ions e .. g. 
Director. This gave the respondents different frames of 
reference from \<hich to answer several quest ions i. e. 
fi eldworkers ut iii sing the integrated method apP,'oach had more 
pract i ca I hands-on exper i ence of conrnun i ty \I'Ork \\'/1ereas 
managers had often moved into strongly, administrat ion-oriented . 
tasks, so respondents tended to reply more from .the point of 
view Of their positions than from that . of the general 
profession; 
(7) the response rate from the publ ic relat ions sample \ms lower 
proport ionally than that of social workers making rei iable 
comparisons between the two groups less likely; .. . . 
(8) some soc ia I work respondents were either unemployed · or' had noL 
been inthe field for some time despite the fact · that . their 
registration had remained current. This \ms evident in the 
manner in . \<hich they repl ied to the quest ionnaire e.g. they 
admitted to a lack of comprehension of the programme section pf 
the questionnaire compared with their practiSing colleag·ues; 
(9) there were no Black, Indian or Coloured returns at all in the 
publ ic relat ions sample, and in the third g"oup of sociai 
workers pract ising publ ic relat ions that emerged, so· an ethnic 
bias ex,ists since the majority of the respondents were IIhite; 
" .' . 
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(10) individuals replying to the quest ionnaire did not necessari ly have 
the knowledge of the full range of their prospective professions e.g. 
many social workers have never practised the comnunity work method · 
of soc i a I work and answered from a case workers frome pf . reference .; . 
Some respondents also admitted to not having read any I ite"ature . 
pertaining to comnunity work as well as recent and future trends 
in social work. This may have handicapped them in tile scope of their 
replies; . 
(11) no code of ethics for social workers presently exists in South .Africa. 
Therefore, a basic code of conduct as referred to in the . Social and 
Associated Wbrkers Act (1978) was taken to be of equivalent value 
for the purpose of answering this section of the questionnaire; 
(12) the researcher wos fortunate to be working for a direct se"vice wel-
fare organisation that wos highly motivated and co-operative in the 
appl icat ion of the researched model of combining publ ic relat ions 
with comunity work. The researchers role of being an active 
participant in carrying out of the new model, may have been an 
important factor in the results obtained. 
, , 
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CHAPTER SIX 
PRESENTATION OF FINDINGS OF TilE INVESTIGATIUN 
6.1 INTRODUCTION 
In analysing 
questionnaire, 
the 
the 
data obtained 
researcher has 
by means 
made u se 
of 
of 
a . 
a 
numerica l comparison between the three group s based upon 
values above 50 %, and the s tatisti ca l analysis of using 
th e chi-square and p-value in order to asce rtain a 
correlation between the groups of community wo,-/<ers and 
publ ic relat ions pract i t ioners. 
6.2 IDENTIFYING PARTICULARS OF RESPONDENTS 
FIGURE 8 
SUMMARY OF THE IDENTIFYING PARTICULARS OF RESPONDENTS 
Category Sub Divisions Social Pub I i c Social Workers 
Workers Relations Practising 
N=170 Practitio- Pub li e Relat ions 
ners 
GEOGRAPHIC Transvaal 75 35 14 
DISTRIBU- Orange Free State 25 5 0 
TION Natal 30 10 0 
Cape Province 40 20 5 
GENDER Male 43 25 0 
Female 127 45 19 
-
'. 
EDUCATIO- No tertiary education 0 26 0 
NAL LEVEL Diploma 16 23 1 
Diploma & Degree 0 11 10 
Degree 123 6 1 
.. 
Post Graduate 31 4 7 
LANGUAGE Engl ish 46 60 15 
Afrikaans 111 15 4 
Other 13 0 0 
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6.2.1 yeographic Distribution of all respondents 
From Graph 1 , it can be conc 1 uded tha t 44.12 % of the soc i a 1 workers 
sample are from the Transvaal; 23.53 % are from the Cape , Province; " 
17.65 % are from Nata l and 14.7 % are from the Orange Free State thus 
being a fairly representative distribution regionally. 
With reference to public relations practit ioners, 50 % of . JheSO!Jlples :' 
are from the Transvaal; 28.57 % from the Cape Province; '14 . 28 ' % from 
Natal and 7.15 % from the Orange Free State. 
Both sets of percentages are in keeping with the fact that most f!f the 
larger industries and companies are to be found in the Transvaal and 
Cape Province therefore drawing a greater percentage of popu'loce to 
these areas . . ' 
, ' 
IU 
'" <I ~ 
0: 
IU 
D. 
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Finally, the sample of social workers practising public relations 
indicate that 73.68 % are to be found in the Transvaal, and 26.32 % in 
the Cape Province. From the sample obtained, none were found to be 
practising in Natal and the Orange Free State. The fonner t~~ provinces 
are geographically the largest, therefore, the need for the more 
industrially minded social worker to pract ise publ ic relat ions inay be ,· 
fe 1 t in these areas. 
e9 
e9 
49 
29 
9 
SOCIAL 
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- --------
BAR GRAPH DEPICTING GENDER OF 
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6.2.2 Gender Distribution of Respondents 
From Graph 2 , it can be concluded that all of the fields are dominated 
by females . . -' The female percentage of social . workers . is 74.4 %. in' 
.-
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comparison to the female percentage of public relations practitioners of 
64.29 %. The female percentage of social WJrkers pract ising publ ic 
relations is 100 % in this sample. 
With social work being a caring. humanitarian profession. it could be 
assumed that women are more attract ed to it. Men are· usually the 
breadwinners and WJuld be attract ed by more high powered and well 
remunerated professions. The same principles WJuld corl'espond ingly 
apply to the field of public relations - although the percentage of men 
practising is slightly higher than their count e rpart s prac tising the 
social WJrk profession. as this is a more competitive and challenging 
career. Another reason for thi s trend i s that many people call 
themselves publ ic relat ions pract i t ioners and al though they may comply 
with PRISA entrance qualifications. these entrance categori es are still 
broadly defined. 
BAR GRAPH DEPICTING TERTIARY LEVEL OF 113 
--------- ---- -- -_ .. - .... _ .. _-------
EDUCATION OF THE RESPONDENTS 
99 
• NO TERT " 
99 I DIPLOMA 
I DIPL/DEG 
~ DEGREE 
• POSTGRAD W CJ ([ I-
Z 49 W 
u 
II: 
W 
n. 
29 
" "" . 
9 
SOCIAL SOC/PUBL 
PUBL REL 
6.2.3 Teritory Level of Education of the Respondents . 
Frcm Graph 3 it can be concluded that all social wo/'/(ers "equire 
formal tertiary education to register, v.hereas this does not apply to 
public reta! ions practi tioners, 
educat ion. 
i. e. 37.14 % possess no tert iary 
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The percentage of social workers possessing Diplomas is 9.42 % in 
comparison to 32.85 % of public relations practit .ioners. The percentage 
of diploma and degree holders is 15.64 % of social workers practising 
publ ic relat ions. With reference to post graduate qual ificat ions, 18.23 %, 
are held by social workers, 5.27 % by public relations practitioners ' and 
36.84 % by social workers practising public relations. 
The third group may appear to be highly qual ified and mot ivated to 
attempt a second career with post graduate qualifications, but age could 
playa role. The social workers may largely be holders of four year 
degrees and therefore younger, (part of the move to upgrade to four year 
degrees), \'.hilst the social workers pract ising publ ic relat ions may be 
older and have added a post graduate qual ification to their three year 
degree. 
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6.2.4 Language Group of Respondents 
From Graph 4 _ , it can clearly be seen that social wor'k, per se, is a 
field dominated by Afrikaans speaking people totall ing 62. 59 % of thLs 
sample. The Eng I ish speaking social workers total 27.05 % ""ereas o. ther ~ 
language groups only total 7.66 %. 
In sharp contrast to this, the field of publ ic relat ions and . social 
workers practising public relations is dominated by the Engl ish speaking 
sector totalling 85.71 % and 78.94 % respectively. Of interest here is 
the fact that no other language group, barring Afrikaans, has presented 
itself in these two fields at all in this sample. The percentages of 
Afrikaans speaking public relations practitioners and social worTcers 
practising public relations are 14.29 % and 21.06 % respectively. 
Explanat ions for these trends could be that the Afr.ikaans sector of the 
corrmunity is more drmm to professional corrmunity service than the 
Engl ish speaking sector, \\110 seem, in this instance, to have gravi tated 
more to the corrmercial angle. It is distressing to see the low 
percentage of other language groups presented by this swnpl e e.g. Xhosa, 
Zulu. This presents an ethnic bias on results as well as on services 
being rendered. An explanat ion could be the lack of educat ional 
opportunities in the past, combined with political turmoil and an 
unbalanced power sharing situation. This trend should alter in the 
future. 
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6.3 THE CClWPARABILJTY OF THE VALUES OF CCMWUNITY WR/{ AND PUBLIC RELA7'1ONS . 
TABLE 1 COMPA~AB1LT V OF THE \,ALUES (IF cr.' n" "TTY ,URI· AIID PUP! 1t '" '1r'" 
= ~= "'=,;== = = ==== ======= == = ======== ==== ===:= = ====,.:== === =:::::- ": " -
_ ___ _ _ ____ __ _ _ _ ______ __ _ ___ _ __ _ __ _______ __ _ _ __ ___ _ _ ___ _ __ ____ _ - - - - __ - __ • __ ~ - - _ _ - - . ' 0 _____ .'. ": ______ ! __ _ _ __ _ _ _ _ .. . _ . ___ _ ". _ I _ __ .: . __ ._ 
CATEGORY SOCIAL HORt 
N ::. 17 ll 
F 
YES 110 YES 
IFUPLIC nflA l lONS 
!H ~ I II 
NO I'I ES 1)0 n .S 
!:;UlI i( ;'1.1:: 1 i. rI)£IUI, 
!~: EI.~lIW ~ 1:1 :: .P I 
F 
ti n I 
- - - - --- - - - ----------- ----- -- - - --------- -- - -- - - ------- - -- - - --- - - - -- -- - - --- - ! -.•.. _-- - . - - ,. _. - - -- -- -- -- - _ .. _ .. - - _. ___ ___ _ 1 •• _ ___ __ •. 
Each individual is i~pDrta n t 1,0 10 , 4. 11 j.ee' " " 11. 14 12.8,' l ' ' i 1'.11' '- ' 18.1 
P~~o( rati[ society [ares for its people 
Citizens share in decision l aking 
Co -operation and fellowship 
Fe open mind ed to opinions of others 
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r Hake decisions on behalf of the client 
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Pelieve in the capacity for change 
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F ai rness 
Ac ceptanc e of the cl ient in totality 
Prectice a non - judgelenta! attitude 
Indi vidua lisa tion 
Contiden ti ali ty 
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l egelized profession Mith professional status 
Achiev!!l!!nt of higher li fe quality for clien t 
Urgred ing clients standard of liv ing 
Apropriate use of Ef.otions to serve others 
De ~ on s t ration of hU lans ri ght to be accepted 
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P- '/alue < 0.5 = No significant differenc e 
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From the contents of Table 1, it can be clearly seen that the · values inherent 
to the fields of coomunity \\.Urk and publi c relations are similar . The most 
important trend here is that both fields have a high sense of value attached to 
\\.Urking with fellow human beings in a positive and construct ~ve manner. 
There are, however, severa I va I ues -..here there are numerica tly and 
statist ically significant differences between the t\\.U. This ' will al\\.Uys 
seperate them, as the differences are deep rooted and I ie at the emphase$. 
These statistically significant differences are as follows: 
• making decisions on behalf of c li ents · 
• clients active parti c ipation 
• belief in the capacity for change 
. 
. ' 
(. 
0.04 
0.0' 
f .e~ 
2' 
b.' 
.' 
* achievement of a higher qual ity of I ife for the cl ient 
* upgrading the clients standard of living 
* appropriate use of emotions to serve others 
* demonstration of human l's right to be accepted 
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Further categories represent ing the more subtle statist ically s'ignificant 
differences are as follows: 
* open minded to the opinion of others 
* honesty 
* non-judgemental attitude 
* legalised profession with professional status. 
The public relations field is more directive in these spheres in that 92.86 % 
would make decisions for their clients as directly opposed to only 17.06 % of 
social Mwkers acting in the same manner. The chi-square value of this 
category is as high as 119.56 ' making the absence of a correlation too high to 
acredit a p-value. The third group have stated that 10.53 % ">Quid make 
decisions for their cl ients. It is therefore conc I uded tha t soc i a I \<.>Drkers 
adhere more strictly to the value of letting the cl ient practise his right to 
-make decisions ..nereas public relations practitioners will make decisions for 
their cl ients. 
TIle value of cl ients act ively pari icipat ing in the process of the 
implementation of the programme is upheld strongly by the social work 
profession, and is supported by 95.29 % of social workers, and by 94.74 % of 
social \<.>Drkers practising the occupation of publ ic relations. Publ ic relations 
pract i t i oners 
the cl ients " 
populat ion. 
bel ieved more in running the programme and, in fact, minimising 
involvement this is supported by 54.29 % of tlleir sample 
TIle chi-squared value of this category is 76.66 making the 
absence of a correlation too high to acredit a p- value. 
The value of achieving a higher gual i ty of I ire for' the cl ient is upheld .by 
78.24 % of the social workers and 84.21 % by social workers practising public 
relations. Public relations practitioners have made a strong indication that 
this is not a value that they hold as important in their programne. This is 
supported by 97.14 % of the publ ic relaUons respondents. The ch i-squared 
value of this category is 114.47 making the absence of a correlat ion t.oo high . 
to acredit a p-value. 
Using emotions appropriately to serve others MIS clearly supported by 97.65 % 
and 84.21 % of social \<.>DrkerS and social Mlrkers practising pub/ ic relations 
respectively in contrast to 32.56 % of publ ic relations practitioners.. The 
chi-squared value of this category is 124. 37 making 'the ahsence of a 
correlation too high . to acredit a p-value. 
. ' 
JI8 
Although the following values indicated no numeri call y s ignifi cant differe~ces, 
statistically significant differences were present as follows: 
* open minded to the opinions of others - p-value = 2 .28 
* honesty - p-value = 1.39 
* non-judgemental attitude - p-value = 1.88 
* clear code of ethics - p-value = 2.7 
* legalised profession with professional status - p-value = 6.6 
. ,-
In conclusion, it can be stated that out of 23 identified values, there we re 12 
exhibiting a significant difference between the t\\.O fields. These differences 
were more ones of emphasis with public relations being a more 'market and profit 
orientated occupation. 
6.4 THE COlIPARABILlTY OF THE ELFMENI'S OF A CODE OF ETHICS FOR CCM.lUN17'Y 1I0RK 
AND PUBLIC RELATICNS 
TABLE 2 ELEMENTS Of CO PE Of ETH!CS OF [0" ~ 1 ! "1 T\ WOR t fWP PUBLI C 'El ~ ll '-"' S 
===================== ==========,,=,, :: :: ::===:::=== :: ==== == :::=:- = :: ~ :: =- -_ .. ,, - -:: =,,:: 
__ _______ __ __ _____ _ __ ___ _____ ___ ___ ___ _ __ _______ _____________ __ - __ - - _____ - I _________ . ____ __ ___ __ __ ! ________ __ __ ___ _______ I ________ _ __ . _ . 
,ATEGORY SOU AL ~ORr. 
N ~ 170 
YES NO YES 
~PUBlI C RFLAl l ll tlS 
~N :: 71) 
F " NO ! YES liP \'ES 
'SDC lflI. I,U) ~ t, I. i 1I[l:I!t ( 
!RElA1! (' tl S III -: Pi 
f 
NO !YES 110 NO ! 
P 
X2 Val ... 
- ___ _ - ______ _ ____ __ ___ ______ _ _____ __ __ _ ___ ____ _ _______ ____ _____ ___________ I _ _ ___________ ___ _ _____ I __ _ __ _____ ". __ . _ .. _ . ____ ! _ __ _______ •. 
Do~s your pro fession have a code of ethics 
Prop riety of behaviour 
COl1lpelence 
Professional deve lopment 
Service to mankind is primary 
Integri ty 
A client interests are rara~ount 
Clients decision making is fostered 
Con fid entiality 
Privacy fo r the client 
Reasonable fees levied for services 
Respect 
Fairness 
Courtesy 
Professional relating to cl ient and collegues 
Co,. it,!!n t and loya lty to employing body 
l~age of the profession is taintained 
COIII~unity services is prille elellent 
Deve lop.!!n t of know ledge 
Pro~otion of general welfare 
"ain tenanc e of good professional reputation 
Haintenance of good personal reputation 
Fair dealings 
No derogatory behaviour towards clients 
Public int erests are import ant 
No falsification of inforlat ion 
Coooeration with ci ients 
No _aligning of ~ollegues reputation 
Uphold the dignity of hu~a. beings 
Creation of a positive cl ilate for client~ growth 
Creation of a positive climate for OMn gr~wth 
Keep proli ses and engagements 
Use good taste in all your prograues 
For ~a l tertiary educati on i s essential 
P-va lue ( 0,5 = No signi ficant difference 
P-value } O,S = Si gn ificant differenc e 
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From the contents of Table 2, it can be, deduced that there ar'e a significant 
number of differences of opinion between the two fields as to "hat the contents 
of a code of ethics should be. 
The numerically and statistically significant differences lie on the following 
points: 
* service to mankind is primary 
* clients" decision making is fostered 
* reasonable fees are levied for services 
* commitment and loyalty to the employing body 
* image of the profession is maintained 
* community service is the prime element 
* development af knowledge 
* promo t i on of genera I We lfare 
* maintenance of good personal reputation 
* fair dealings 
* public interests are important 
* co-operation with clients 
* uphold the dignity of human beings 
* formal tert iary training/educat ion is essent ial. 
(Concerning formal tertiary education, public relations practitioners have 
attached a necessarily low value to it because of the absence of much formal 
education in this field on the tertiary level.) 
numerically and s tati s tically Out of a total of 34 elements, both fields agreed 
upon 20 essential elements for a code of ethics. 
that South African social workers only know a code 
It should be borne in mind 
of conduct ..nen compared to 
their American counterparts ..no have a code of ethics. Despite thi s fact, 57.06 % 
of the social work respondents repl ied that social work did, indeed, have a 
code of ethics. 
The element of service to mankind being a primary part of a code of ethics was 
propagated by 95.29 % and 100 % of social workers and social worker's practi'sing ' 
public relations respectively. Only 2.9 % of public relations practitioners 
shared this view. With a chi-squared value of 195.791, no p-value of 
correlation was possible. 
The element of levying reasonable fees or tariffs for service r'endering was a 
strange concept to social workers unless they were in private pract ice. A 
large percen t age 
In contrast to 
of 91. 76 % of social workers did not view this as relevant. 
this, however , 67.14 % and 73 . 68 % of publ ic relations 
practitioners and social workers practising publi c relations respectivel:; did ., 
find this ta be a relevant aspect although no p- value correlation \I{] S possible. ' 
The element of loyalty to the employer 
workers. In contrast to this 100 
was only s upported by 17.06 % of soc ial" 
% and 89.47 % of puhl i c relations 
practitioners and social workers practi s ing public relation s suppor'ted thi s. 
.' 
" ' 
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An explanation for this trend could be that social lOOrkers view. their loyalty 
to their profession and their cl ients as more relevant than loyal ty to the 
organisation employing them. (In this sample, the employer \<Us seen all the 
organisation \\hich \<us totally different from the cl ient.) In controst, public 
relat ions practitioners are found more frequently in the business sector, and 
have subsequently learnt to equote loyalty to an employer \\ho is primarily; the 
client, to loyalty to the cl ient. With a chi'-sqllare of 140.74 , no p-value 
correlation \<Us possible. 
The element of maintaining the image of the profession was or:tly supported by 
49.41 % of social \<Urkers in comparison to 61.42 % and 7.68 % of publ ic 
relations practitioners and social lOOrkers practising public relations. Social 
lOOrkers found this element unimportant. However, this may not be the case as 
social lOOrkers primary orientation is their cl ient system before any thing else. 
Nevertheless, to formal ise ethics, the image of the profession needs to become 
a major cons idera ti on to encourage 1 oya lty amongs t co II eagues. With a 
chi -square value of 2.87, there is a significant different in correlation of 
0.09 between the too fields. 
The element of conmunity service being a prime considerat ion in a code of 
e th i cs \<Us supported by 77.06 % and 100 % of soc i a 1 lOOrkers and soc i a 1 lOOrkers 
practising public relations respectively in comparison to only 2.85 % of pubUc 
relations practitioners. This reflects the philosophy of social work l<tlich is 
conmunity service orientated \\hereas public re lations is conmerciall y 
orientated. With a high chi-square value of 110.49, no p-value corre lation \<Us 
possible. 
The element of the developnent of knowledge \<Us supported by 71.18 % and 100 % 
of social lOOrkers and social lOOrkers practising public relations respectively, 
in comparison to 4.28 % of public relations pract itioners. An explanat ion fO.r: 
this trend could be that \\hilst social workers are still in training, they are 
encouraged to pursue knowledge throughout their careers in order to r emain 
fully au fait with new and vital developnents on the therapeut ic front. A 
chi-square value of 88.84 does not allow for a p-value correlat ion as the 
significant difference is too great. 
The promotion of general welfare was proposed by .9.9.41 % and 100 % of social 
lOOrkers and social \lKJrkers practising publ ic relations respectively,' in 
comparison to only 1.4 % of publ ic relations practitioners. 1hi s is not. aD 
unduly surprising result as publi c relations practitioners are more 
conmercially orientat~d. A very high chi-square value of 230.41 does not lend 
itself to a p-value correlat ion as the significant difference i s too ,great. 
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The need fOI' the mointenonce of a good personal reputation drew ··some .unex pected 
responses 1d!en only 22.8 % of social workers in comparison to 50 % and .94.73 %. 
of publ ic relations practitioners and social workers p,'actising publ ic 
relations supported this. It is obvious from this result that social workers , 
see themselves as divorced from their professional lives 1d!ereastheir social 
work counterparts practising publ ic relations see personal and professional 
roles as inseperable. This could be attributed to the fa c t that , in theil' 
roles as professional publ ic relations practitioners, the two areas overlap 
considerably with aspects such as professional evening funct ions ",ilere they 
cannot let their guard dOIm. With a chi-square of 7.88, there \\Us a 
Significant difference in correlation of 4. 98 as a p- value, between the two 
main fieldS. 
Another superfiCially surprising result \\Us that only 31.18 % of social workers 
found deal ing fairly with people to be an element worthy of inclusion in a code 
of ethics compared with 98.6 % and 84.21 % of public relations practitioners 
and social workers pract ising publ ic relations respectively. It can only be 
assumed that social workers have internal ised this value to such an eiXtent that 
they do not feel it is necessary to state it in a code of ethics. With a high 
chi-square value of 90.10, no p-value correlation \\Us possible. 
The element of the public interest being at the heart of a code of ethics \\Us 
supported by 25.3 % of social workers. In contrast, 60 % and 63.15 % of 
publ ic relations practit ioners and social workers pract iSing publ ic relations 
respectively found this to be relevant. An assumption her'e is that the 
tenminology of something being in the best interests of the public \\Us 
understood in tenms of their interests coming before those of tile cl ient 
system, 1d!ereas publ ic relat ions, being more business orientated, regarded the 
two as inseperable entities. With a chi-square value of 26 . 11, a Significant 
difference in correlation of a 3.22 p-value exists. 
The element of co-operation with clients \\Us supported by 40 . 6 % of social 
workers in comparison to 85.71 % and 100 % of public relations practitioners 
and social workers pract ising publ ic relat ions respect ively. At ·t imes, social 
workers are forced to adopt more directive approaches with cl ients, and the 
quest ion of co-operation becomes redundant e.g . conmitment' of an alcohol ic .to a 
rehabil itation centre. The element of co-operation may have been inte~prete(/ 
within these guidel ines explaining \\tly its inclusion in a code of ethics would · 
make service rendering a little difficul t at times . With a chi-square value or 
40.61, a p-va I ue ,of 1. 85 exi s ts ind i cat ing a It igh degree of sign if i can t 
difference. 
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Upholding the dignity of human beings \<Us supported by 88.82 % and 100 % of 
social workers and social workers pract ising publ ic relations respect ively in 
comparison to 47.14 % of public relations practitioners. This forms one of the 
intrinsic values of the social work profession and i s perhaps 0 s trange concept 
within the realm of the public relations . With a chi-square value of 48 . 15, 
there is a significant difference between the two fields reflected by the 
p-value of 3.94. 
Formal tertiary education as a pre-requisite for registration to practise and as 
an element of a code of ethics \illS supported 100 % and 94.73 % by social 
workers, and social workers practising public relations respectively in 
comparison to 1.4 % of publ ic relations practitioners. This i s attributed to 
the fact that social workers are required to register with the Counci I for 
Social Work on a compulsory annual basis, and in t e rms of the Act 110 of 1978 , 
require minimum levels of tertiary tuition to do so. In the absence of much 
fomlal education on the tertiary level, public relations practitioners have 
attached a correspondingly low value on it . No p-va lue could be allocated due 
to the high degree of significant difference. 
In conclusion, it can be stated that there are 14 numerically and statistically 
sign i f i cant 
Significant 
categories 
differences 
differences 
to 23 out 
between the fields. However, there ar'e 9 more 
br ing ing the number of s ta t i st i ca lly d i fferen t 
of 35 categories. 171ese differences with their 
corresponding p-values are as fallows: 
* does your profession have a code of ethics 
* clients interests are paramount 
* privacy for the client 
* courtesy 
* no derogatory behaviour to\illrds the client 
* no falsification Of information 
* no maligning of colleagues reputations 
* creation of positive climate for own growth 
* use of good taste in all programmes 
- 2.45 
- 1.52 
- 4.67 
- 1.62 
- 3.02 
- 4.08 
- 2.1 
- 3.09 
- 6.15 
Some very basic and expected elements have been excluded, the explanation being 
that many people regard a code of ethics as .a floor plan of bas ic principles, 
not an exact account of do "s and don"ts . - hence they are fel t to be .. . 
internal ised values that are wi thin a person wi thout having to have them 
stipulated. 
. . -
I 
I , 
TABLE 3 
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6.5 THE APPLICABILITY OF KNIJr\LEDGE FRD14 OTHER PROFESSIClVS TO CGMWUNITY \\OR/{ 
AND PUBLIC RELATlClVS 
APPlICA BILTY OF t.NOWLE06E BASES FROH OTllER PROFESSlOtiS 10 
CONNUIHI Y ~OR r. AIIO PUBLIC RELAlJO'jS 
________ _____ ___________ ________ _ _ ____ _ _ _ _ _____________________ _ _ _ _____ ___ I ______________________ I ________ • _ _ .. , • . . ___ , • _ _ _ " _ ___ _ _ _ _ 
CATEGORY SOCI AL KORt: 'PUBLIC REL'lJOtiS !SOrJAL W~lIH , fllBLIC , 
N " 170 ~N = 70 !RElATi{lUS (ti ~ 111 
F 7. F Y. F P 
YES NO YES 110 'YES NO YES NO !YES NO IE S /Ill ! Xl V.lues 
____________ _ _ _ _ • _____ ___ _ ________________ _ _ • ___________ ____ _ " ••• ". ______ - I _____________________ _ I "." __ " . _____ .,., •.. ___ _ __ I _ __ _______ .... . 
HUlDan developnnt 162 8 90,29 U I , 47 23 67.1 4 32 .86 ! 18 I 94. " 5.26 , 34. 93 3.4( 
Influences between .. n and environllent 19 151 11.18 8B.B2 ! S5 15 78.57 21. 43 , 16 3 84. ;1 15. 79 , 105 .60 0.00 
Psychology 163 7 95.B8 4. I 2 , 42 28 bOJJI) 40.00 ! 19 0 I1)O . ll l) !,I , OO , 51.25 8, 13 
COllunication 170 0 100.(1) t) . llO , b7 , 95.7J 4.29 , 12 7 6l . 16 36.84 , 7.38 6 .bO 
Group dynali[s 161 9 94.7J U9 ! 34 36 4B .57 51.43 , IB I q4 , : 4 5.26 , 69.20 1. 10 
Cultura l .ffects 141 29 B2 .94 17.06 , 31 39 44 .19 55 .7J , 19 I) 100. (11) 0.00 ! )6 . 4B I.SI 
Relationships 161 9 94.7J 5. 29 , 64 , 91. 43 B.57 , 19 I) 100." .. 0.00 , 0.90 0.34 
Sociology 103 67 60 .59 39 .41 , 9 61 12.8b B7.14 ! 19 0 1(1(1. rtf) O. (!Q , 36 .89 UI 
COJlunity processes 166 4 97.65 2.)5 ! 15 5~ 21. 41 78. 57 ! IB I Q4 . 1~ 5.26 , 155 .36 0. 00 
Soci al services structures JlO 0 100.')0 0.00 , 1 6S 2.B6 97 .14 ! J? 0 IVO . \",' 0.00 , 230.43 O.CO 
AdllinisUation 142 28 B3.53 16.47 , 67 3 95 .71 U 9 , 16 3 BU I 15.79 , 6.54 0.01 
Technology 157 13 92.35 7.,5 , 62 B 88 . ~7 I I. 4J , 16 3 B4. ~ 1 15.79 , 0.88 0.34 
Social Mork 170 o 100 .00 0.00 , I) 70 0.01) 100.00 , l7 2 B1.·7 J 0, 53 , 340 .00 0.00 
Econollics 101 69 59.41 41) . ;9 , 4J 29 58. 57 41.43 , 19 (, tuO , : .. ' 0.01) , 1) .1 ~ 0.90. 
Public relations 93 77 54.7J 45,2Q , 70 I) 11~t) .O O 0.00 , IB 'H . 14 j ,26 , 46.68 8;34 
Political science 57 JJJ 33 . 53 6' . 47 , 17 53 24.29 75 . 7J , 15 1 78, 'f5 21.05 , 1. ge 0.15 
Anthropology 105 65 61. 7 6 3S .24 , JJ 59 15.71 B4.19 , 16 3 8~ .? 1 15.7" , 41. ](, U4 
L .. 91 79 53.53 46.47 , I b? 1. 4.3 'B .5 7 , 19 I) H·I/ , !,II) 0.00 , 56. q,) 4·49 
-------------------------------------------------------------------------------------------------------------'- ---------- -------,--- -
P-value ( 0.5 = Ho significant difference 
P-val ue } 0.5 = Significant difference 
From Table 3, it can be clearly seen that of the 18 knowledge bases discussed , 
the two fields differ markedly numerically and statistically on 9 of the bases. 
These are as follows: 
* influences between man and environment 
* group t/ynamics 
* cultural effects 
* sociology 
* community processes 
* social service structures 
* social work 
* anthropology 
* law 
Only 11.17 % of social workers view the knowledge bases of influences between 
man and his environment to be relevant to their profession whereas 78.57 % and 
84.21. % of public relations practitioners and social workers practi s ing public 
relations respectively view this base as fundamental to their fields. An 
explanation for this phenomenon could be that this element has been interpreted 
" , --
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by soc i a 1 workers to have bear ing on na ture conserva ti on, v.h i ch makes it ' a more 
personal value compared to publ ic relat ions pract it ioners wilo regard .. the 
concept as relevant in a "throwaway" society conmercially. Wi th a high 
chi-square value of 105.6 no p-value figure could be given as the Significant 
difference \.\.Us too great. 
The knowledge base of group dynamics \.\.Us supported by 94.7 % and 94.73 %of 
social workers and social workers practising public relations respectively 
compared to 48.57 % of public relations practitioners. Thi s could be 
attributed to the fact that group dynamics forms a part of sociology, and 
consequently, all social work students have studied it. With a chi-square 
value of 69.27, the p-value correlation of significant difference betlA'een the 
too fields is 1.1. 
The knowledge base of cultural effects \.\.Us supported by 82.94 % and 100 % of 
social workers and social workers pract ising publ ic relat ions respect ively in 
comparison to 44.28 % of public relations practitioners. Working closely with 
_the humanities of conmunities requires more knowledge of their culture and the 
effects upon them, so consequently, social workers would regal'd this as a 
highly relevant reference. With a chi-square value of 36.48, there is a highly 
significant difference reflected by a p-value of 1.53 between the tlAQ fields. 
The knowl edge base of soc i a lo,gy was suppor t ed by 60.58 % and 100 % of soc i a I 
workers and social workers practising public relations respectively in 
comparison to 12.86 % of public relations practitioners. As such a small 
percentage of publ ic relat ions pract it ioners have formal tert iary educat ion, 
they would not know this. With a chi-square value of 36.89, there is a 
significant difference reflected by a p-value of 1.24 between the tUQ .fields . . 
The knowledge base of conmunity processes \IDS supported by 97.64 % and 94.73 % 
of social workers and social workers practising publ ic relations respective'ly 
in comparison to 21.43 % of publ ic relations practitioners. With a high 
chi-square of 155.36 no p-value could be provided as the significant . difference 
\.\.Us too great. 
The knowledge base of social service structures \.\.Us supported 100 % by both 
social workers and social workers practising publ ic relations in comparison to 
2.86 % of public relations practitioners. Even though this could have been 
anticipated, it is interesting to know that 2.8 % of publ ic relations 
practitioners found this a relevant knowledge base. The . difference \.\.Us too 
great for a p-value, and the chi-square value is 230.43. 
..~ . 
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Understandably, 100 % of social workers and social workers pract ising publ ic 
relations found the knowledge base of social work vi.tall<hereas none of the 
public relations practitioners did. This may have appeared to be a redundant 
ques ti on, but the purpose was to see if any pub I i c re I a t i oris prac Ii ti oners ·· 
found relevance in the theory of social work, and more specifically, coomunity 
work methodology. The chi-square value was 340 making the difference too great 
for the allocation of a p-value. 
TIle knowledge base of anthropology \.\.Us supported by 61. 76 % and 84.21. % of 
social workers and social workers pract ising publ ic relat ions respect ively in 
comparison to 15.71 % of publ ic relations practitioners. With such a small 
percentage of public relations practitioners having formal tertiary education , 
this is understandable. With a chi-square value 42.1, th e significant 
difference reflected by the p-value \.\.Us 8.64. 
TIle knowl edge base of law \.\.Us supported by 53.53 % and 100 % of soc ial workers 
and social workers practising publ ic relat ions respect ively in comparison to 
1.4 % of publ ic re lations practitioners. Social workers are dea ling wi th 
legislat ion often on a daily basis e.g. Child Care Act, Divorce Act. 
Legislat ion appears to be less of a factor in the day to day operat ions of a 
publ ic relations practitioner than with social work. With a chi -square value 
of 56.93, the statistically Significant difference is reflected by a p-value of 
4.49. 
Despite the fact that the following knowledge bases all reflected a numerically 
significant similarity between the two fields their p-value reflec ted a 
statistically significant difference as follows: 
* human development 
* psychology 
* coomunicat ion 
* economics 
* public relations 
- 3.41 
- 8.13 
- 6.6 
0.9 
- 8.34 
In conclusion, it can be stated that according to the numerical data available, ·' 
the two fields shared a coomon knowledge base - and despite the statistical 
instance of significant differences, the utilisation of knowledge bases from 
other areas is clearly evident. 
,' .. 
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6.6 THE COWPARABILITY OF THE TOOLS OF CCMiUNITY IIDRK AND PUBLIC RELATIONS 
IABL E 4 CONPARAB ILllV OF IHE IDOLS OF COHMUllIlY 'DRY. AND PUBLIC PELA I IOHS 
====================================================== ====== =~== ====== 
I· --------------------------------------------------------------------------,---------- ------------, ----------------------!------- --- .--. , , , . . . 
CAIEGORY SOC IAL WORI: 
II • 170 
F 
YES 110 YES 
'PUBLIC RELATlOl<S 
~ N = 70 
f 
NO 'YES NO "iES 
!SOC IAl ~I}~t " p,Jt!LIC ' 
'RELAIION5 III ' , ; ) 
F P 
lID ' YES NO ,F' I~O ' ! X2 Value, 
__ ___________ • __ ___ __ _ ____________________ _ ___ _ _____ _ ____ _ ____ ______ ______ , __ - - - .". ___ _ - ____ • ___ - - I _ .:. __ ____ . ___ _ _ .. • ' .. ____ I __ _____ ____ _ . 
NeHspaper articles 
Press conferences 
Relating unfa vourable neHS to public 
Publicity photographs 
Features stories 
Trade mag az ines 
Seneral nagazines 
Radio 
Television 
Advertising 
Open hous es 
Tours '!"'" 
Heetings 
Exh ibitions 
Social engagements 
Participation in local events 
Fil ,s 
Audio visual aids 
Pub lic sp eaking 
f'1i nu tes 
Annual reports 
Research reports 
Duly sheets 
P-value { 0.5 = NQ si gnificant differ~nce 
P-val ue } (1, 5 = Significant difference 
99 71 58.24 41. 76' 57 13 81. 43 IB.57 , IB 94.:< , . 26' 11. 72 6.16 
15 m B. B2 91.18! 64 6 91.' ) B.57 , 15 lB.' 5 iUS . ! m.ll 0.00 
10 160 5.B8 9~,12 ! ~ 9 21 7(1.00 30 .00 1 15 78 ,~ 1 21. t)S 1 109,94 C),tiO 
73 97 ~ 2 . 94 57,06! 61 9 87,14 12.86 1 14 7; . ' , 6. 32 1 39,29 ,3 ,bb 
62 lOB 36.47 63.53 1 63 91),00 10.00 1 16 ~, ~A. ' ! 15.i9 1 56 .91 4.51 
103 67 60.5939.41' 59 11 aU9 15.71 ' B 11 4].1 1 57 .B9' 12 . 61 ~.b7 
15 m 8.82 91.1B ' 47 23 67.14 32 .86 ' 6 !3 31. 5) 6e.41 , 88.01 0.00 
162 8 95 ,29 4.71 1 68 2 )7,11 2.86 1 19 Q 11.1',1, . 1 1.1,(10 1 1),42 0.51 
107 63 62.94 37 .06 1 57 n 81.43 18,57 1 19 (! .llhl ,1 .1 1) ,00 1 7,83 5. 13 
21 149 12. 35 87.65 1 70 (I 11)~),I)O 0.00 1 15 4 lB, .i 21.05 161.8(1 0.00 
4 166 1. 35 97.65' 52 IB 74,)' 25 . 71 '14 5 !l.t' lb.32 , m.ll 0.00 
14 156 8,24 91. 76 1 59 11 S4, ~q 15 . 11 I 15 ~ ] ~ : ~ 21.05 I 1~5.4q 0.00 
170 0 100. 0() 0,00 1 70 0 1(/(I ,f) (J I) , (l{t I 19 l) I(! l) , " " 0,(11) 1 1). 00 0.00 
1M 10 94.1 2 5,88 I 63 ';1(1,00 10.00 1 15 Ht, '~!:, 21.05 1 1. 27 O,lS 
65 105 3B . 24 6U6' 67 95.1 1 '.29' I' 5 7> .19 26.)2' 66. 1B 4.# 
BI B6 11.41 50 . 51' 61 9 97.14 12 .86' 10 9 52.63 41.37' 29.51 5.54 
19 151 11.18 88.B2 '4J 27 ,1.4) 38.57' 9 I'; '7 .. " 52.63' 65.35 b.ob 
163 7 95.8B 4,1 2 I 65 'n,86 7 ,1~ 1 19 (l 1(11.1 . 1'1.1 (1 , 1)(11 0.95 O.~2 
93 77 54 .71 45. 29 1 47 n b1.14 32,86 1 17 2 8~.~1 1(!. 53 I 3. 15 0.tr7 
162 B 95.27 4.71' 51 19 12.B6 21.14 ' IB 94. i ' 5. 26 25.00 3.T.5 
1" 7 95. 88 4.11' 60 10 8Ul 14.29' IS 94.:< 5.26' 7. 78 5 .25 
102 bS 60.~)O 40.00 1 n 27 bL43 3a . ~7 1 19 (I 11'0. 1 (1 , 1)0 1 1) . (14 O.1iI3 
61 109 35.S9 64.11! 62 B 88.)1 11.43 ' 8 11 42 . 11 57 .89' 55.09 1.14 
!"roo> Table 4, it can be seen that of the 23 tools ident ifi ed, the re is a 
nunerically and statistically significant difference of 12 tools util ised by 
the social work and public relations fields respectively. 
These differences are as follows: 
* press conferences 
* relating unfavourable news to the public 
* publicity photographs 
* feature stories 
* general magazines 
* advertising 
* open houses 
* tours 
* social engagements 
* participation in local events 
* fi lms . 
* duty sheets 
.-
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Only 8.82 % of the social 1AXJrkers mentioned press conferences as a valuable 
tool of their profession in comparison to 91..43 % and 78 . 95 % of publ ic " 
relations practitioners and social 1AXJrkers practising ' public relations 
respect ively. 
The concept of ho Id ing press conferences re I a ted to . comnun i ty warl!: issues is 
relat ively new, and then is usually done by the upper echelons of .the social 
\\,Urk profession ..mereas publ ic relat ions pract i t ioners hold publ ic eye 
positions in companies, as this concept is not new to them. With a chi-value ' 
of 153.22, the significant difference was too great to allocate a p- value. 
Only 5.88 % of the social 1AXJrkers felt that relating unfavourable news to the 
publ ic \illS a tool of their profession ..mereas 70 % and 78.95 % of publ ic 
relations practitioners and social 1AXJrkers pract ising public relations 
repsectively felt that this \illS a tool. This resul t ties in directly with the 
result regarding press conferences, and the same principles apply. With a 
chi-square value of 109.94, the significant difference was too great to 
-al l ocate a p- value. 
With reference to publ icity photographs, 42.94 % of the social wor/<ers regarded 
these as a tool of their profession in comparison to 87.14 % and 73.68 % of 
public relations practitioners and social \\,Urkers practising public relations 
respectively. This tool is an effective one, and could be successfully applied 
to many comnunity \illrk projects. With a chi-square value of 39.28, the 
significant difference was reflected as a p-value of 3.66. 
With reference to feature stories, 36.47 % of the social 1AXJrkers were of the 
opin ion tha t these were a tool of the i r profess i on in compar i son to 90 % and 
84.21 % of public relations practitioners and social 1AXJrkers practising public 
relat ions respect ively. Social \illrkers (Ire ' not trained to uti li se tools-. of 
this nature , so they consequently do not recognise its potential. With a 
chi-value of 56.92, the significant difference is refleCted by a p-value of 
4.51. 
Wi th reference to genera I magaz ines, 8.82 % and 31.58 % of tile soc i a I \\,Urkers 
and social 1AXJrkers practising publ ic relations respectively I:egcir'ded general 
magazines as a tool of their profession in comparison to 67.14 %. of publ ic 
relat ions pract i t ioners. This ties in wi th the comnents made regal'ding feature... 
stories. With a chi-value of 88.01, the difference was too great to allocate .a 
p-va lue. 
.-
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With regard to advertising, 12.35 % of the social workers wewe of the opinion 
that this was a tool of their profession in comparison to 100 % and 78.95% of ' 
pub li c re I a ti ons prac ti ti oners and soc i a I 
respectively. Advert is ing forms part of 
had no training or hands-on experience 
practitioners. With a chi-square value of 
to allocate a p-value. 
workers pract ising publ ic relat ions 
marke ting Wl i ch soc i a I wor/ce"rs have 
in comparison to publ ic relat ions 
161.81, the difference was too great 
Wi th reference to open houses, 2.35 % of the soc i a I workers regarded these as a 
tool of the profession in comparison to 74 . 29 % and 73.68 % of public relations 
practit ioners and social workers practising publ ic relations respect ively. The 
concept of holding open houses has been applied successfully in factory 
situations for many years, so public relations practitioners are comfortable 
with this tool in comparison to social workers WlO have not been trained to 
utilise tools of this nature. With a chi-square value of 143.41, the 
difference was too great to allocate a p-value. 
With reference to tours, 8.24 % of social workers regarded these as a tool of 
their profession in comparison to 84.29 % and 78.95 % of publ ic relations 
practitioners and social workers practising publ ic relations respectively. The 
same principles of open houses apply here. With a chi-square value of 135.49, 
the difference was too great to allocate a p-value. 
With reference to social engagements, 38.24 % of social workers regarded this 
as a tool of their profession in comparison to 95.71 % and 73.68 % of publ ic 
rei ati ons pract i t i oners and soc ia I workers prac tis ing publ i c re I a t ions 
respectively. Social engagements may not be widely practised by social 
workers, although 38.24 % is not an insignificant percentage. An explanation 
for this phenomenon could be related to cost. Socia/. engagement~ are -not 
widely pract ised - but perhaps, if budget et6 for, they could playa " greciter 
role in social work act ivi ties. With a chi-square value of 66.18, there is 
a significant difference reflected by a p-value of 4.44. 
Participating in local events is regarded as relevant by 411.41 % of social 
workers, 87.14 % of public relations practitioners and 52.63 % of social 
workers practising public relations. Here, the nature of the two main fields 0 
could be a factor. Social work could, however, be encouraged to maintainoa 
higher profile using this practise. With a chi-square value of 29.51, the 
significant difference is refelcted by a p-value of 5.54. 
The use of videos and films is supported by only 11.8 % of social wor'kers and 
47.39 % of social workers practising public relations compared with 61.43 % of 
publ ic relations pract itioners. The use of this medium is highly s pecial ised 
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requiring access to resources of this nature. Most large national corporations 
have their oW"! fi 1m divisions and video I ibraries, exp laining "'lY more publ ic 
relat ions practitioners are comfortable with this medium. However, videos Gr.ld 
films have a strong role to play in conmunity MH'k due to their impact. .·Social 
workers could do v.>ell to take cognisance of this medium. With a chi-square 
value of 65.35, a significant difference is refl ec ted by a p- value of 6.61. 
The use of duty sheets is supported by 35.88 % of social worke1's and 42.11 % of 
social workers practising public relations. Publ ic relations practi tioners 
support their use 88.57 %. This positive response is attr'ibuted to the fact 
that duty sheets are par for the course in the conmercial world v.l1ereas v.>elfare 
organisations have not yet become sufficiently business oriented. With a 
chi-square value of 55.09, there is a significant difference re flected by a 
p-value of 1.14. 
Despite the fact that the following tools all reflected a 
significant conmonal ity betv.>een the two fields, their p-value 
statistically significant difference as follows: 
* newspaper articles 
* trade magazines 
* television 
* minutes 
* annual reports 
- 6.16 
- 3.67 
- 5.13 
- 5.73 
- 5.25. 
numerically 
reflected a 
In conclusion, it can be said that the tool s being used by puhlic relations 
practitioners are more extensive and innovative than those being used by social 
wor/cers - despite the fact that these tools are effective and available to aiL 
people in the social work profession practising conmuni ty work. It v.buld, 
therefore, appear that the social work profession is more insular an<;t unaware 
of the need for a wider audience supporting their work. In the I ight of the 
new v.>elfare policy, this is a critical aspect for consideration. 
.' . 
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6.7 CCMPARABILITY OF THE GOALS OF COWIIUNITY !lOR£{ AND PUBLIC RELATIONS 
TA BLE , COHPARAaILm OF THE GOALS OF COHHU~ l1Y WORt, AlIO PUBLI C R[LAII P'" 
=========== ========== = = ================================== =~= =. :== 
__________ __ _ _ _ ______________ - ____ • _ ______ ____________ __ _ _______ _ __ __ _ __ ___ I ____ • ____ ___ _ _ _______ .:. I ________ __ __ . _ • '" _ . ____ I __ __ __ ,, __ __ _ 
CATEGORY SOC I AL WORt: 'FUBLIC RELAT IOIIS 
~ tl = 70 
!SOC!AL WO'lt t, ~' !JBlI( I 
'RtLATIO"S IN - 19) N • 170 
F 
VE S NO YES 
I F 
NO 'YES 110 'ES 
F ". ': p 
NO 'VES NO 'IE S NO ' Xl Values 
_ ________ __ __ _ _______ ___ _ __ ___________________ ______ _ _______ _ __ ______ ___ ___ ~--- -- ----------------- ~ -- ----- -- _____ 0 •• • ___ ~_I __ ~-- ---- -- -
I iIIIprovillg labour relat ion s 
' Setting ellployees to identify Hith the organizati on 
Facilitation of in ternal [olluni ca t ion syste.s 
Guide ManageMent to their social responsibility 
Gather data for effective descision ~ aking 
Antic ipate probl e.s 
Prevent proble.s 
Identify public needs and interests 
Identif y public opinions then change the. 
Do away with .i sunders tand ing 
Convey a posit ive i lage of the organi zation 
to th, pu61ic 
Fac i lita te effec t ive cOlmunication between 
organization and public 
Be a bridge between pub lic and organ ization 
Resolve conflict between pub lic and organization 
Gi ve lIo ral , financial and public support 
Obta in loral, financial and public support 
Satisfacti on of .aterial and non aa terial needs 
Solving specific proble~s 
Unl ocking proble. solv ing capacities 
IMproving the power base of the cOlmunity 
Stimulating interests and par tici pa tion in 
cOI;unity affairs 
Fostering collaborative attitudes 
Increasi ng indigenous leadership 
Maintenance of internal st ability 
Adaptation to change 
Promoting corporate social responsibility 
12 15B 7.06 92.94 ' 53 17 75.71 24.29' 15 4 7~,", 11.')5 ' 11B .47 0,00 
9 161 5.29 94.71 ' ,9 11 84.29 15,71 ' 15 7B,1 5 11.05' 1\2 , 36 0.00 
94 76 55,29 44.71 ' , 7 1) BL4.l lB,57 , l B 94.7' ,,16' 14,51 1.39 · 
25 145 14 .71 85.29' 41 29 5B.57 41.43 ' 11 8 57.8 ' 4),11' 47,85 ~.!f9 
170 ° 100.00 0,00' 51 19 71.B6 27.14 '19 \1 1('(',0') 0,00' 50 .1 0 J,~ 
123 47 72.35 27 . 65 '40 30 ,7.14 41,86' 19 0 10" .'!.> 9 ,00! , ,26 0 ,02 
147 23 86.47 n . J3 1 36 34 ~1.43 48.57 1 19 0 100 ." 1 0. 00 1 .n .b2 b,n 
104 66 61.1B 3B,B2' 46 24 65.71 34.29' 16 3 84 , ,1 15,79 ' 0 •• 4 O.!1l 
80 90 47,06 ,2,94 ' 57 13 81.4) 18.57' B 11 42,11 '; ,89 ' 23 ,90 1.01 
16 154 9.41 90,59' II 29 ,B,57 '1. 43' 1/ 2 B1,4/ 10,,) ' 6U6 ~. 4I 
29 141 17.(16 B2.94 '67 3 95.71 4,29' 12 36 ,P·' 6U6' 117,81 0.00 
103 67 60,59 39. 41 I 63 90 . 00 10.00' 9 1(1 47.31 52 .b3 t 20. 11 1~ 30 
109 61 6U2 )5 , 8B ' 62 8 BB.') 11.43 ' 17 2 81 , n 10.»)' 1U7 L4l 
17 153 10, 00 90 . 00 ',1 19 72.B6 27.1 4 ' 15 78 ,'5 21.05' 96 . 47 0,00 
21 149 12, )5 B7 . 65 ' 47 2) 67.14 32.86' 14 5 IUB 16,)1 ' 73.30 . 0. 00 , 
) 167 1.76 9B ,24 '61 9 87.14 12.86' q 10 ", 3/ )1 ,63' 181.B2 0.00 
6 164 ) ,,3 96 ,47' 49 21 7\1,(10 )0,00' 11 30 ,9 ' 63.16' 124,(11 0,00 
109 11 93.03 6 ,47' 22 4B 31.') 6B,,7 '16 3 B' ,2 1 10,79' 10) ,1 4 0.00 
161 9 94,71 5,29' 37 33 52,86 47.14 ' 17 2 B1 , '1I 11' , 53' 60 ,14 8.71 
169 1 99.41 (1,,9')9 31 50,71 44.29' 19 0 10(1, "(' (1, 00 B1.93 0,00 
17(1 0100.00 (1 ,00' 9 61 12.86 87.1 4 ' 18 9L i 'l 5.26' 19B , 63 0 ,00 
102 68 60,(1(\ 40,00 ' 15 55 2l,03 7B , 57 '1) 6 6B,' 2 31.5a' 29 , 52 5.51. 
107 63 62,94 37.(16' 13 ,7 18 , 57 B1.4J '18 1 qUa 5.26' 39.04 +,)4 
71 99 41.76 ,a , 24 ' )6 )4 ,1.') 4B.57 '19 (I 100 , ')(1 (0, 1)0' 1. 87 0.11 
100 70 ,B,82 41.18' ) 6) 4, 29 95.7 1 '16 3 84. :1 13 ,)9' 60, 19 8. ~ 
104 66 61.18 3B, B2 '39 .II 55.71 44.29 0 19 (I, ,) 10,",0(1 ' 0,61 O , ~~ 
101 69 59 , 41 40 ,,9' 3 67 4.29 15.71 '11 B 5/,81 4:.11' bU6 4.17 
72 98 42, )5 57,65' 49 21 70,0(1 30,00' 13 6 6B , '·) )U! ' IUb .9 .81 
----------------------------------------- -----------------------------------------------------------,----------- .. . ------.------------- .. ~. 
P-val ue ( 0.5 : No significan t dil1erenc~ 
P-value ) 0.5 = Significant dif ference 
Frexn Table 5, it can be seen that of the 28 goals categorised, ther.e is a 
significant ntl7Terical and statistical difference of 18 goals aimed at by the 
social work and public relations fieldS. They are as follows: 
• improving labour relations 
• getting employees to identify with the cexnpany 
• guiding management to their social responsibilities 
• ident ifying publ ic opinions, then changing them 
• eliminating misunderstandings 
• conveying a positive image of the organisation to the public 
• control what is said ffy whexn to the public 
• being a bridge between the public and the organisation 
• resolving conflic t between the public and the organisation 
• giving moral, financial and public support 
• obtaining moral, financial and public support 
• unlocking problem solving capacities 
.' 
* improving the power base of the community 
* stimulating interest and participation in community affairs 
* fostering collaborative attitudes 
* increasing indigenous leadership 
* facilitating adaptation to change 
* promoting corporate responsibility 
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Only 7.06 % of the social \VOrkers were of the opinion that the improvement of 
labour relations \\.tIS a goal of their profession in comparison to 75.71 % and 
78.95 % of the publ ic relations practitioners and social worlcel's pract ising 
public relations respectively. Public relations practitione rs p,'actise in 
predominantly industrial environments consequently lending itself to this goal. 
However, community \VOrkers should not shy O\\.tIy from the importance of this goal 
in future developnents in this country. With a high chi-value of 118.34, the 
significant difference \\.tIS too great to allocate a p-value. 
Only 5.3 % of the social \VOrkers regarded promoting employees to identify with 
their organisations as a goal of their profession in comparison to 84.29 % and 
78.95 % of publ ic relations practitioners and social \VOrkers pract ising publ ic 
relations respectively. This raises the issue of professionalism versus 
bureaucratisation with social workers seeing their role as a professional 
service to mankind divorced from their employing body compared to the 
commercial component of larger bureaucracies employing publ ic re lations 
pract i t ioners. However, in a rapidly changing welfare system, compe t i t ion wi II 
become more prevalent with welfare organisations continually rat iona l is ing and 
struggl ing to make financial ends meet. This will create and necessitate 
employees to identify more with their organisations, and the industrial social 
workers (of Wlom there are few) might need to see th i s aspec t as a reature of 
their practice. With a chi-square value or 152.36, the significant difference 
\\.tIS too great to allocate a p-value. 
With reference to guiding management in respect of social "esponsibi lities, -
14.71 % of the social \VOrkers felt that this was a goal of the il' profession in 
comparison to 58.57 % and 57.89 % of public re lations practitionel's and social 
warkers practi sing public re I a t ions respec t ive ly. Th i s goa I would be more 
appl icable to social \VOrkers practising industrial social Imrie. With a 
chi-square value of 47.85, there is a significont difference reflected by a 
p-value of 4.59. 
With reference to identifying and changing public opinion, 47.06 % and 36;84 % 
of social \VOrlcers and social \VOrkers pract ising publ ic relat ions I'espect ively 
felt that this MIS a goal of their profeSSion in comparison to 81.43 % of the 
publ ic relat ions prnct it ioners. As publ i c relat ions is strong ly marleet 
oriented, this \VOuld explain the trend identified here. Neverthele,ss, as 
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conmunity work is concerned with educating the conrnunity on important topics, 
such as child abuse, it is important that they understand the princ iples behind 
publ ic opinion, and tmys in ....rlich to al tel' it if the opinions are negat ive. 
With a chi-square value of 23.9, the significant difference is reflectedby a 
p-value of 1.01. 
Only 9.41 % of the social workers fel t that el iminating misundel'standings tmS a 
goal of their profession in comparison to 58.57 % and 89 . 47 % of publ ic 
re I a ti ons prac ti ti oners and soda I workers prac tis i ng pub I i c re I a t ions 
respectively. Within a public relations context, this goal takes on a more 
comnercial meaning. However, conmunity work is primarily concerned with 
upl iftment programnes, and the comprehension of construct ive value systems goes 
hand in hand with the goal of alleviating misunderstandings. In this context, 
this goal becomes a highly relevant one. With a chi-square value of 66.16, the 
significant difference between the two fields is reflected as a p-value of 
4.44. 
~ With reference to conveying a positive image of the organisation to the publ ic, 
17.06 % and 36.84 % of social workers and social workers practising public 
relations respectively felt that this tmS a goal of their profession in 
comparison to 95.71 % of the public relations practitioners. This is an 
unfortunate reflection of the att i tude of social workers to\<'O/'ds the importance 
of a positive image of their organisation. They still have to gl'o s p the gist 
of the adage that a chain is as strong as its weakest I ink. In the I ight of 
the new welfare policy and programne compilations, social \\,Qrl(ers a,nd, more 
especially, conrnunity workers will have to adjust their attitudes accordingl.y , 
as rational isation impl ies cut backs \\hich in turn impl ies that only the most 
positive and creative conrnunity workers will be considered by ol'ganisations. 
With a chi-square value of 127.81, the significant difference is too great for 
the allocation of a p-value. 
Only 10 % of the social workers fel t that cantrall ing \\hat tmS said by"bom to 
the public tmS a goal of their profession in comparison to 72.68 %, and 78.95 % 
of the public relations practitioners and social wo~kers practiSing publi~ ' 
relations respectively. Naturally, the Director of the welfare orga~isat ion 
would be the spokesperson for that organisation 'and it sould be his or 'her 
function to control \\ho tmS talking to the publ ic. With a chi - squape value of 
96.47, the significant difference is too great to allow for the allocat ion of a 
p-value. 
Only 12.35 % of the .social workers felt that being a bridge between the public 
and the organisat ion tmS a goal of their profession in comparis,on t6 67.14 % 
and 73.68 % of the publ ic relations p"actitioners and social wOl'ker s practiSing 
• 
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publ ic relat ions respect ively. The goal of being a bridge be tween an 
organisation and a coomunity implies identifying with the organisati on arid 
conveying its pol icies to the conmunity, then conveying r ec iprocal fee l ings or 
feedbacle from the conmunity to the organisation. This is not only a management. 
function, and all conmunity worleers could be ambassadors for their · profession 
and their organisation lilee their public relations counterparts. ·With a 
chi-square value of 73.3, the significant differ'cnce i s too g,'eat for the 
allocation of a p-value. 
Only 1. 77 % and 47.38 % of social worleers and social worleers pracl ising publ i c 
relations respectively felt that resolving confl ict between the organisation 
and the publ ic \\.\JS a goal of their profession in comparison to 87 . 14 % of the 
public relations practitioners. This goal would fall in the realm of the 
professional Directorils duties in a coomunity related welfare organisation. 
With a chi-square value of 184.82, the significant difference is too great for 
the allocation of a p-value . 
- Only 3.53 % and 36 . 84 % of social wor/{ers and soc ial wor/{ers practising public 
relat ions respect ively felt that giving moral, financial and publ i c support to 
their conmunities and clients \\.\JS a goal of their profession whereas 95.53 % 
and 84.21 % of social worleers pract ising publ ic relations respectively felt 
that obtaining these "conmodit ies" was highly relevant. This computes, as 
larger corporations are traditionally seen as sponsors of welfare 
organisations, and public relations practitioners are often instrumen tal in the 
allocation of donations to said organisations which is supported by the fact 
that 70 % of the public relations practi tioners fel t that giving , moral, 
financial and pubic support was a goal of their field. As . the Significant 
differences were too large between these fields, no p-value could be allocated. 
One hundred percent and 94.73 % of social wor/{ers and social worleers pract ising 
public relat ions respectively fel t that unlocleing prOblem solving c.apaci.ti es 
was a goal of their profession in comparison to 12:86 % of publ ic rela ·tiorls 
pract it ioners. Social worle does focus on enhancing the problem-solving-
capacities of people due to its therapeu.tic content whereas underst andably, 
publ ic relations does not want to rei inquish its contribut ion to an , . 
organisation in a marleeting context as it could thereby render .itself 
redundant. With a chi-square value of 198.62, the significant· difference was 
too great for the allocation of a p-value. 
Sixty percent and 68.42 % of social worleers and soc ial l,vorleers prac t ising publ ic 
rei at ions respect ively fel t that improving the power base of the cOlTmuni ty was 
a goal of their profession in comparison to 21.43 % of publ i c relations 
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practitioners. Comnunity work is aimed at developing the infra- s truc ture of 
the comnunity - one of these being ' Ieadership potential. In this. \loy, they 
would seek to improve leadership \\hich, correspondingly, ' improves the s 'trength 
of the comnunity, and enhances their power base. With a chi-squore value of 
29.52, a significant difference reflect ed by a p-value of 5.51 ex ist s . 
Nearly 63 % and 94.73 % of social workers and social workers pract ising publ fc 
relat ions respectively, felt that stimulating interes t and part icipat ion in 
comnunity affairs was a goal of their profess ion in comparison to 18.57 % of 
public relations practitioners. Comnunity work aims to uplift the comnunit y 
from wi th in, and does th is by means of large sca I e comnun i ty affa irs such as 
fetes. The principle observed her· is, "the comnunity that plays together stays 
together". In contrast, publ ic relations is more focussed in it s aims \\hich 
will tie in with profit and being market oriented. With a chi-square value of 
39.04, the significant difference is reflect ed by a p-value of 4.14. 
Only 41.76 % of the social workers felt that fostering collaborative attitudes 
was a goal of their profession in comparison to 51.43 % and 100 % of the public 
re I a t ions prac tit i oners and 
respect ively. As this goal is 
social workers practising publ ic relations 
the cornerstone of social work, and confl ict is 
avoided and seen as negative, it is assumed that social workers felt this point 
to be redundant, and from comnents pencilled onto the questionnaire, social 
workers found it unnecessary to foster these attitudes as they already existed 
in abundance. Although this goal carries a numerical difference, it has ;.a 
statistical representation of a p-value of 0.17 negating tile aspect of · 
Significant difference. 
Nearly 59 % and 84.21 % of social workers and social workers practising publiC 
relations respectively felt that developing indigenous leadership \\os ·a goal of 
their profession in comparison to 4.29 % of the public relations pra'c"titioners. 
In this category, the aspect of leadership was recognised and supported as a 
goal of comnunity work. The natural leadership potential of indigen04s leade rs 
should be enhanced. With a chi-square value of 60.19" the significt;lnt' 
difference between the two professions presented a p-value of 8.54. 
Percentages of 59.41 and 57.89 of social workers and social workers practising 
publ ic relations fel t that faci I i tating adaptat ion to change \I·os a goal of 
their profession in comparison to 4.29 % of publ ic relations practitioners. 
This resul t can be interpreted within the framework of comnunities in cri sis 
needing to be assisted and taught to adapt to Change. With a chi-square value 
of 61.36, the signif.icant difference between the two fields presented a p-ya lue 
of 4.77. 
. . ~ .. : . 
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A 42.35 ~ of the soc ial workers fel t tllat promot ing corpor'at e soc ial 
responsibility was a goal of the ir profession in comparison t o 70 % and 68.42 % 
of publi c re lations practitioners and socia l workers practising public 
re lations re spec tive l y. This goal ties in with the goa l of gu iding managemeni .. 
to corporate responsbi Ii ty , yet has a more genera l frame of referpnee - namel y, 
that the involvement of the en tire organisation be eva luated and or"ient at ed 
towards coomuni ty service and helping mank ind. With a chi -s(l'wr'e va lue of 
15.16, the s ignificant difference between the two f ie lds presenter! n p- value of 
9.87. 
The following goals all reflec t ed mDner i ca ll y pos itive incli nations in both 
field s, yet s tati s ti ca lly, they present significant differences wi th p-va lues 
as follows: 
* facilitation of int ernal coomunication 
* gathering data for effective decision making 
* prevention of problems 
* facilitating effec tive conmuni ca ti on between 
the organisation and the publi c 
* relaying infonnation to the publi c 
* satisfaction of material and non-material needs 
* solving specific problems 
- 1.39 
- 1.45 
- 6.69 
- 7.3 
- 1. 42 
- 8.77 
- 0.00 
In conclusion, it can be stated that the goal s of the field s di ffe r markedl y, 
upon the I eve I s of image deve I opnen t and emphas is. The goa I s of pubt i:<;: 
re I a ti ons are broader than those of the soc i a I '"ork profess i on , and ye t , 
conmunity work could greatly benefit from integrating these broader.: goa l s 
act ive ly into the framework. This i s vital in the I ight. of looming 
privatisation and rationalisation of services incorporat ed with in programme 
proposals. The greater use of volunt eer s is being emphasised as we ll as the 
need to be able to marke t services, and subsequen tl y, organisa ti ons, to enhance 
State funding and public support. 
, . 
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6. 8 THE COIIPARABILITY OF THE TECHNIQUES OF CCMWUNl1'Y OOR/{ AND PUBLIC RELATIONS 
TABLE b COMPARABILTY OF IHE JECHNIOUE5 OF I DMIIUIIIlY WORt MID [IiRlII ·'H "!OIlS 
:====== = ===== === === = ======================= == == = =~=~==~~ = =~~=~====== == 
______ _ _____ __ _ • ______ _ _ • __ _ __ • __________ __ ____ _ _ _ _ _ ___ _ _ __ __ ______ _ ______ ~ ___ __ • _ _ • _ ____ _ _______ I _____ • __ ._ .. ' _ _ _ ______ I _. _ __ _ _ ___ . 
CA1EGORY 50[1 AL NOR! 
II " 170 
F 
YES NO YES 
!PUBLIC R[L4!10II, 
~ N :: 70 
F l 
NO ~ YES NO YES 
!50flAL l'!!JfH A· rllBLI( , 
'~El'11 0N9 III " 19) 
F p 
NO ! YES ~10 IES 110 ' 
___ __ __________ __________________ ___ ____ _______________ _________ __ ________ ! _____ ___ ____ ______ ____ I ____ _ _ _ •. • __ _ . -- _ __ _ _ _ 1.- __ _ _ ----
Had.l!t research 
Statistical analysis 
Advertising techniques 
Evaluation 
Planning 
Progralilling 
l1edia selection 
COlllllunication 
Training 
Education 
OrganitiTtion 
ManageMent 
Co-operation 
Social responsibility 
ConsE'nsus 
Discu5sions 
Negotiations 
Conflict to gain status 
Changing the environl ent 
Dea l ing and coping with emotions 
Direct influence on other peoples thinking 
Developmen t of insight 
Changing existing behaviour patterns 
Facilitating group decision laking 
Directly in1luE'ocing decision laking 
Fund rai sing 
Facilitating social change 
Consulting professionally 
P-va lue < 0.5 = tfo significant diffE'rencE' 
P-value } 0.5 = Significant differencE' 
2 16B LIB 9B,82 , 63 7 9 ~1 ,00 10.00' 1(1 
1;1 9 9U1 ~.29 ' 39 31 " . 71 44.29' j) 
I~ m B.81 91.18 ' 70 0 H'O .OO 0 .00' 12 
Ib9 1 91.41 1) .~9' bl 9 B7.14 12.8b ' 19 
170 0 100 .00 0.00' 70 0 100.00 0.00' 11 
142 2B B3.~3 lb .47 , 70 0 100.00 0.00' 1B 
12 I ,B 7. 06 92 .94 '62 B B8. ~7 11.43' I! 
170 0 100 .00 0.00' 7(1 0 1\'0.00 0.00' II 
27 143 1~.BB B4.12 , 37 33 ~1. 86 47.1' , 19 
71 99 41. 76 58 ,24' 21 49 31),0 1) ]0 .00 I 16 
114 4b 72 . 94 27 .0b' b1 I 87.1 4 12 .8b' 19 
74 96 43,53 56.47 I 49 21 70.00 30 .00' 14 
1b2 8 9U9 4.71' b5 n.8b 7.14' 19 
134 3b 78 .81 11.18 ' 17 jl 2'.1' 7U I ' 17 
143 17 84.11 1~.B8' 41 29 ,8 .,7 41.43' 19 
1'7 13 92.l~ /.6,' b4 6 91.41 8.~7' I' 
113 ~7 b6.47 33 . ~3' 52 18 74.19 ;, . 71 ' 11 
19 141 17. 0b 81.94' 6b UI 94.29' 2 
104 b6 b1.l8. 38.82' 36 34 ' 1.4 3 4B.'7 ' IJ 
159 11 93.53 b. 47 , 7 6J 10.00 90. 00 ' 19 
89 81 '2.3, 47.6" , 1 19 71.86 27 .14 ' 11 
lb l 8 9'.21 4.71' 11 58 17.14 82.8b' IB 
109 bl 64.12 35 .88' 13 57 18.,7 81.4.3' 17 
147 13 86.47 1l.53 , I! " lUI 84 .29' 19 
97 73 57.06 41.94' ,1 19 '1. 86 27.1" J 
104 b6 61.18 38 .81' 31 31 44. 19 55.71 ' 15 
159 I! 9J.53 b.47 , 9 61 11.86 87.14 ' 18 
Ib2 8 9U9 4. 71 ' 39 31 55. 71 4\.29' 19 
q 52.6 ~ 47.37' 198. tl? G.O(' 
2 81.4! 1(' .5 l ' 54.27 1.71 
7 63.J6 }b.84 I 180.20 O. OC' 
(I llil_'''-I ,.1 (1 .00 I 18.61 1.53 
o HII).I)~ 0.00 I 1).(10 0 .00 
1 ',' 1./4 5. 1! ' 13.05 3.03 
8 ~7 .8~ 42 . 11 I 154.0 O.on 
(I i()(I,I<. (l . I!~ 0.0(1 O.on 
(I 1'.1' 1.1" .1 ~1 .1. ~ I 34.M J.9) 
-3 B1, : 1 15. 79 I 2.90 0 .09 
l) l OO .p!) 0.1)0 r 5.66 0.02 
5 7U8 lb .JI' 13 .90 I.!l. 
Q 1(10.':11) 0. 00' O.~J 0.44 
2 8~ . 47 to .S} I 63.21 1.28 
(I INI.(H) 0.00 I 18 .08 2.10 
(I 100 . ~1I. ' 0.00 ' 0.06 0,80 
a 51.S; ~2.11' 1.40 0.23 -
17 10 .5' 89.4 7' 5. ·18 0.01 
b b8.42 3UB' 1.94 O. I! 
(I 11)(I, MI (I .NI ' 1~2.21 0.00 
8 57.1' 42.11' 8.57 3.40· 
1 94." 5.16' 151.89 ,0.00 ·· 
1 8'.07 10. 5)' 41.151.~0 
I) H,'), !.·!) 0.(11)' 110.36 0.00 
16 I S.7 ~ 13~. 2 1 I ~.2J 0,02 
4 7B, ~5 2 1. (1 ~' 5. 74 0,01 
1 'U! 5.16 ' 153.66 0. 00 
I) 1110.\1(' {I . 0(1 I 57,0 7 •. 19 
Froo 'lbbl e 6, one can see that of tile 28 categories idlmtifi ed. depicting 
techniques there are 10 categories sharing monerically and stat ist ically 
significant differences between publ i c relations and social work. 
differences are as follows: 
* market research 
• advertising techniques 
~ media selection 
,. training 
• managemen t , 
• social responsibil ity 
• dealing and coping with emotions 
• development of insight 
These 
, - -
. -. 
.--
* facilitating group decision making 
* facilitating social change. 
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Only 4.7 % of the social \\X)rkers fel t that market research "US ' a va'luable 
technique of their profession in comparison to 90 % and 52.63 % of publ ic 
relations practitioners and social \\X)rkers practising publ ic relations 
respectively. The definition of market research encompasses the needs and 
trends in ones market, which fonms part of the process of planning for 
conrnunity \\X)rk action. Semantics has played a role in this finding as needs 
assessment (NA) is the conrnonly used tenm in social \\X)rk. In this regard, 
publ ic relat ions pract i t ioners ~re at an advantage by the turn of phrase being 
in their favour. A chi-square value of 198.09 \\Us presented, ma/dng the 
significant difference too high for the allocation of a p-value. 
Only 8.8 % of the social \\X)rkers fel t that advert ising techniques were valuable 
to their profession in comparison to 100 % and 63.16 % of publ ic relations 
practitioners and social \\X)rkers practising publ ic relat ions respectively. 
_ Advertising is fairly new to social \\X)rk, but appeals and campaigns are long 
standing and familiar to them. A reason for this low percentage of support 
could be that all social \\X)rkers do not deal with the publ ic image of their 
organisations projects whereas public relations practitioners are specifically 
appointed to carry out this funct ion. Due to cant inuing rat ional isat ion, 
cmrnunity \\X)rk will benefit from more direct involvement of social \\X)rkers 
uti I ising these techniques. With a chi-square value of 180.2, the degree of 
significant difference was too high for the allocation of a p- value. 
~ , 
Only 7.6 % of the social \\X)rkers felt that media selection \\Us valuable in 
comparison to 88.57 % and 57.89 % public relations practitioners and soc.ial 
\\X)rkers practising public relations respectively. Without utilising 
advertising techniques and selecting fonms of media to use, the cOrrmunity, ' 
\\X)rkers will not be able to effectively market the projecl "s content and convey 
them to the conrnun it i es they wi sh to reach. Wi th a ch i ,:square va 1 ue of 154.47-, 
the Significant difference was too great to allocate a p-value. 
Only a surprising 15.88 % of social \\X)rkers felt that training "US a ,va I ucit>l e' 
technique in comparison to 52.86 % and 100 % of publ ic relations practitioners 
and social \\X)rkers practising publ ic relations respectively. One \\X)nders if 
the social \\X)rkers understood the impl icat ions of this quest ion fully. 
Upl iftment of a conrnunity requires the cmrnunity \\X)rker to train members of 
that conrnunity to understand and fully utilise the new skills that need to be 
adopted. With a chi-square value of 34.66, a significant difference \\Us 
reflected amongst tM ' fields of 3.91 as the p- vallJe. 
.. ' . 
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Nearly 44 % of the social workers fel t that management \\.Os a valuable technique 
of their profession in comparison to 70 % and 73 . 68 % of the public relations 
practitioners and social workers practi s ing public ' relations respec tively. 
Advancement to management pOSitions in welfare organisations is d ifficult due 
to the department regulations of having to have x amount of s ubsid is ed social ' 
workers before a senior post can be allocated. Because of thi s , not all sacial 
workers reach the upper echelons of management in comparison to publ ic 
re lations practitioners in their private sector positions. The publ ic 
relations practitianers render a highly spec ialised service, and often form 
part of a management team . However , s ocial workers can manage projects within 
their comnunity work roles , so this technique should not be underes t imat ed or 
disregarded . A chi -square value of 13.9 suppl ied a p-value of 1.92 , indicative 
of a statistically significant difference. 
A high percentage of 78.32 % and 89.47 % of soc ial workers and social workers 
pract ising publ ic relat ions respect ively fel t that the pract i s ing of social 
responsibil ity wos a valuable technique of their profession in comparison to 
only 24.29 % of publ ic relations practitioners. With a chi-square value of 
63 .21, a significant difference \\.Os refl ec ted by a p-value of 1. 88. 
High percentages of 93.53 % and 100 % of soc i a I workers and soc i a I workers 
pract ising publ ic relations respectively were of the opinion that deal ing and 
coping with emotions \\.Os an essential technique of the ir profession compared 
with 10 % of publi c relations practitioners . This is to be expected · in 
professions oriented tOWiJrds therapeutic assistance of others. With a 
chi-square value of 162.21, the significant difference \\.Os too large to 
allocate a p-value. 
High percentages of 95.3 % and 94.73 % of social workers and soc ial workers 
practising publ ic relations respectively were of the opinion that developnent 
of insight \\.Os a valuable technique of their professi on compar.ed to 17.14 % or 
publ ic relations practitioners. Again, the principle of being a 
.' -
therapeutically oriented profession applies. With a chi-square value of 
151.89, the significant difference \\.Os too great to allocate 'a p-value . 
High percentages of 86.47 % and 100 % of social workers and ' social workers 
practising public relations respective ly were of the opinion that fac il ita'ting 
group de c ision-making \\.Os a valuabl e technique of their profess ion compared . 
with 15.71 % of public relations practitioners. This t echniqt!e ti es in 
strongly with the philosophi es behind the he lping profess ion s . Wi th a 
chi-square value of 110.36 , the sign'ificant d ifference \\.Os too great. , t.a 
alloca t e a p-value. 
. ..:" 
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High percentages of 93.53 and 94.73 of social 1NOrkers and social 1NOrkers 
practi sing pub li c re I a ti ons respec t ive Iy were of the op in ion tha t fac iii tating 
social change \<Us a technique of their profession compared with only 12.86 % of 
publ ic relations practit ioners . Social work, per se, attempts to attain the 
goal of enhancing the problem solving capacities of cl ients, \\hi ch necessitates 
that soc ial changes occur . This technique has been given a name to encompass 
all the techniques and strategies employed to enhance thi s level of 
functioning. With a chi-square value of 153.66, the significant difference ",us 
too great for the allocation of a p-value. 
The following techniques all reflected numerically positive incl inations in 
both fields, yet statistically, they presented significant differences with 
p-values as follows: 
* statistical analysis 
* evaluation 
* programning 
* consensus 
* consulting professionally 
- 1. 74 
- 1.53 
3. 02 
- 2.1 
- 4.19 
In conclusion, it can be stated that desp it e the fact that techniques being 
used by both fields differ markedly, the third group - namely, tile social 
workers practising publ ic relations, have utilised most of the techniques of 
both fields, as in most other categor ies presented in Table 6, showing how 
similar they can be despite their difference in empllasis. Social workers are 
successfully applying the techniques of public relations practitioners; they .. 
are sharing the goals of public relations practitioners; they are utilising 
the tools of public relations practitioners; they have utilised .the knowledge 
bases; they have acknowledged the elements of a code of ethics presented; and 
have agreed upon all the values of the fields qarring making decisions on 
behalf of their clients. 
It is therefore concluded that on these points, the theory and pract ice- of 
publ ic relat ions can be incorporated into the theory and pract i ce of comnunity 
work. 
. -
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6.9 THE CCMPARABILITY OF THE METHODS OF COWJUNITY !IORK AND PUBLIC RELATIONS 
TABLE 7 COHPARABTLTTY OF THE HETHODS 0' COIIHUIIITY WORY. AIID PUBliC P'lJdIOIIS 
=:============= ==== === ============= =::-.:: =========::==="===-:: :: :: ~ ":::-:: == == ::: :: 
_ _ _ _ ______ _ ________ . _. __ • ____ ._. __ • _____ • _ _ _ • __ ___ __ _ ____ ___________ • __ __ _ I ___ _ _____ ..• _ __________ I ___________ .. _ ________ t _. _ _ • _ _ __ •• _ 
CATEGORY SOCIAL HOR K 
N = 170 
F l 
!PUBLTC RElAflOIIS 
'N = 70 
F 
'SOCIAL 'ORI, \ PUBLT C ' 
!mAlJOIiS III = 191 
F 1 p 
YES NO YES NO 'YES NO 
1 
YES NO ! ¥ES N(I d:S 110 Xl V.I Uf' 
_ _____ ___ _ ______ _ ____ _ _______ _ ____ ___________ _ _ _ ___ __ ____ _____ _ __ __ __ __ _ _ _ I ___________ . _. _ _______ 1 _____ .•.. _____________ __ I _____ _ ____ . 
Ilage developlenl 
COlmunicatlon ailed at the public 
Influencing opinion 
"anagelent philosophy 
Forlal tertiary training 
Operational conCEpt of ad l inistration 
Int~g r ation into a ManagemEnt teal 
· Mass organization 
· Exert ing or invoking authority 
: Fact finding 
Analyses 
Evaluation 
Planning 
Meeting procedures and practices 
! Conferenc~s 
· Coculi Hee procedures & prac Uces 
Negotiations 
Consultations 
For.al "ritten cOllunication 
· For~al oral cO;lunication 
intervieMs 
Social action 
Fund raising 
8udge t ing 
Mllinistration 
ProgralHlIl!S 
Recording data 
P-val ue { 0.5 = No signi1ic3nt difference 
P-value > 0.5 = Significant difference 
4 166 2.35 97.b5 '64 6 91,43 B.5 7 , 15 
23 147 13.53 Bb.4 7 , 59 II B4.21 lUI ' II 
61 109 35.BB b4.i2 ' 61 9 B7 .14 12.8b' 18 
55 tJ5 32." 67.65 '47 23 61. 14 32 .Bb' 15 
170 (I 100.00 0.00 1 14 56 20.00 80.00' 19 
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73 97 \2.94 57.0b ! 61 9 BU4 12.86' 16 
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161 9 94.71 5.29' 64 6 91.43 B.57 , 19 
170 0 100.00 (I.(I~ 1 70 (I 100 .00 0.00' 19 
170 0 100. 00 0. 00 1 70 I) 100,1'1(1 O.OO! 19 
143 27 B4 .12 15.BB ' b5 12.B! 7.14 ! 19 
101 69 59.41 40.59 I 63 QO.~)O 10. 0(1 1 19 
143 27 B4.12 1'.BB 1 b5 5 02. B6 7.14' 19 
111 59 bU9 34 .71 ' 47 23 6U ! 32.B6' II 
47 123 27.05 72.35' 62 8 BB.57 11.43 ' IB 
165 5 97.06 2.94 1 70 (1 1)0 .01) 0.00 ' 19 
107 b3 b2.94 37.0b' 70 "1 00 .00 0.00 ' 19 
93 77 54 .11 45.29' bl 9 B7 .1 ' 12.B6' IB 
101 b9 59.41 40.59' 3 61 4,29 95.71 ' II 
104 6b bLlB 38.B2 ' 31 39 H.29 55 .71 ' 15 
III 59 b5.21 34.71 ' 45 25 64.29 35.11 ' 19 
134 3b 7B.B2 2LlB' 56 14 Bn.oo 20.00' 19 
129 41 75 .BB 24.12 '67 3 95 , 71 4.29' lb 
162 8 95.29 4.71 1 70 (I 1(10.1}0 O.OO! 19 
IB.9' 21. 05' 193.74 0.00 
8 57 . 6 ~ 42 .11 1 110. 36 0.00 
1 Q4. 74 5.2b I 52.1 2 ~.2(l 
78.t;, 21. 05 1 24.55 7.2.1 
(I IP0.~O 0.00 1 17 7.39 0.00 
5 73.6B 2b .3) , 11. 9B 5.~ 
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I) llH). ttl) 
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0.00 
0.1)0 I 
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(I . (11) , 
0.0(1 , 
O .I)~I 1 
0.00 0.00 
0.90 O.~I 
0.00 0.00 
0.00 0.00 
3.2B 0.07 
21.43 3.IS 
3.277 0.07 
8 57.a? ~2,11 1 o.oe O.7f\ 
1 Q1. 14 ~. 26' 74. 24 0.0" 
I) 10(1.'4.
' 
0.(10 1 2.1 0 0. 14 
1.1 Il'li.!)!,' 0. 0t) I 35.1 7 3.D' 
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From Table 7, it can be seen that of the 27 categories depi~ting methods there 
are 10 categories indicating ntl1Terically and statistically significant. 
differences between public relations and social work. These difference are as 
follows: 
* image development 
* communication aimed solely at the public 
* influencing opinion 
* management philosophy and functions 
* operational concept.nf administration 
* integration into a management team 
* exerting or invoking authority 
~ 
* consultation 
* social action 
* fund-raising 
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Only 2.35 % of social workers considered image development as a method of their · 
profession compared to 91.43 % and 78.95 % of public relations practitioners 
and social workers practising publ ic relations r espectively. Socia l workers 
tend to be less concerneG with the image developnent of their organisation as 
well as their profession. They do not see the relevance of this method · in 
applying their professional theories. Publ ic relations practitioners , on the 
other hand, realise that image is everything for an organisation to succeed and 
it must be stressed that image is the striving for excellence from within that 
shows from without. The chi-square value here is 193.74 with a significant 
difference to great to allocate a p-value . 
A percentage of 13.53 social workers considered conmunication aimed at the 
publ ic to be a method of their profession compared to 84.29 % and 57.89 % of 
publ ic relations practitioners and social worleers practising publ ic relations 
respectively. In conmunity work, projects are on a large scale, and if large 
groups of people are to be reached, conmunicat ion should be directed to\<>:lrds 
the publ ic. However, to aim solely at the publ ic would not accomp l ish much. 
Comnunication needs to be aimed at a variety of groupings of people i. e . 
resources, target groups. With a chi-square of 110.36, the s ignificant 
difference is too large to allocate a p-value. 
A percentage of 35.88 social workers considered influencing opinion to be a 
method of their profession compared to 87.14 % and 94.73 % of public 
relations practitioners and social workers practising public r e lations 
respectively. This would support the theory that social workers and comnunity 
workers uti lise non-directive approaches in their methodology compared to the. 
methods, perhaps, of public relations practitioners. With a chi-square value 
of 52.12, the sign i f i cant difference is ref! ected by a p-va 1 ue of. 5 .19. · 
A percentage of 32.35 social workers considered management phUosophy to be 
appl icable to their profession compared with 67.14 % and 78.95 % of pul:i.l ic 
relations practit ioners and social workers pract ising publ ic relations 
respectively. As a method, per se, handling a conmunit y wark project 
effectively requires management skills that conmunity workers need to · 
cui tivate. With a chi-square of 24.55, the significant difference is reflected 
by a p-value of 7.21. 
A percentage of 31. ~6 of social workers considered an operat ional concept of 
.. 
administration to be a valuable method of the ir profession compared with 
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55.71 % and 73.68 % of publ ic relations practitioners and soc ial workers 
practising publ ic relations respectively. Administration has occupiect a 
controversial place in social work pract ice. Usually, it is regarded as a " 
necessary evi I \\hich occupies a great deal of time \\hich could have been spent' 
rendering services to client. Nevertheless, the importance of effective 
administration procedures should not be negated. With a chi-square value of' 
11.98, the significant difference is reflected as a p-value of 5.36. 
A percentage of 42.94 of' social workers considered integrat ion into a '. 
management team a valuable method of their profession compared with 87.14 % and 
84.21 % of public relations practitioners and social workers practising public 
relations respectively. This has been a concept \\hich has been s low in 
establ ishing itself in social work due to the emphasis as having always been 
one of the individual "s in one-on-one casework . Nevertheless, future trends 
need to address larger issues requiring more team work and sharing of the 
responsibilities of therapeutic development by making extensive use of a 
multi ,-disciplinary team in comnunity worl(. With a chi-square value of 39.28, 
the Significant difference is reflected by a p-value of 3.66. 
Only 27.65 % of social workers considered consul tat ion to be a method of the i,' 
profession compared with 88.57 % and 94.73 % of public relations practitioners 
and sacial workers practising public relations respectively, Clearly , 
consultation has not f'ound widespread acceptance amongst members of the social 
work profeSSion, in spite of a significant body of knowledge being available on 
this method. These issues should be addressed during in-service training by 
supervisars. With a chi-square value of 74.24, the Significant difference was 
too great between the fields ta allow for allocation of a p-value. 
Percentages af 59.41 and 57.89 of social workers and social war,kers practising 
publ ic relations considered social action to be a method of thei r profession 
compared with only 5.21 % of public relations practitioners. This i s still , 
however, a low figure for social workers as it is taught as part .of conmunity 
work theary and is practised by comnunity workers. 
61.36, the significant difference between the two 
p-value of 4.7. 
With a chi-~quare value of' 
fields was reflect,ed by". ' 
Percentages of 61.18 % and 78.95 % of soc i a 1 workers and soc fa I worke,'s 
p,'actis ing 
of their 
publ ic relat ions respect ively 
profess i on compared wi th 
considered fundraising to be a me thod 
44.29 % of the public relations 
practitioners. Fundraising 
awareness, thereby,making it 
the fact that this category 
can reach many peopl e and crea te comnun it )' 
not only a method of obtaining funding. Despitp. 
carries a nwnerically significant difference, the 
chi-square value is 5.74 with a p-value of 0.01 negating any significant 
statistical difference in the response . 
The following methods all 
fields, yet statistically, 
the following p-values: 
reflected numerically pos itive inclinations in both 
reflected significant differences between them with 
* exerting or invoking authority 
* conferences 
* fonnal oral communication 
* interviews 
* programnes 
- 3.36 
- 3.65 
- 3.01 
- 1.9 
- 3.07 
These differences reflect the ut i I isat ion of these methods more than tlle y 
represent any question of the methods not being recognised as being part of thoe.. 
fields under investigation. 
In conclusion, it can be stated that both fi e lds have more methods in commOI') 
than not, indicating a high degree of commonal iti es . Furthennore, the social 
\OXJrl(e rs pract ising publ ic relat ions have appl ied all these methods to thei ...-
specific posts. It is therefore concluded that the methods of publ i c relat ions 
can be applied to community \OXJrk . 
... .~. 
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6.10 THE PLACE AND FUNCTION OF PUBLIC RELATIONS IN CrM.1UNITY IIORK 
TABLE 8 THE PLACE AND FUIICTION OF PUBLI C REL 4T10'IS IN COMMUNITY r OP' 
-- ------ - - -------------- --- ------------ --------- - --------- --- - ------------~ - ------------- - ---- ---!------ ---- __ _ ________ 1." __________ _ . 
CAIE60RY SOCIAL HORt 
II = 170 
F 
YES tlO 
1-
YES 
'PUBLI C REL41101JS 
!N = 70 
F 1. 
110 ' YES NO YES 
!SOCIAl W'O $l ~ .!,. Pl(BLIC 1 
'REL4110IlS. IN= m 
F P 
NO 'YES !IO NO I X2 V~lu<s 
-------------------------------------------------------------------------- !---------- ------------! ____________ . __ ___ ___ _ 1 _ _ ___ __ ____ _ 
170 
Do you understand the concept of public relations 164 
Do you understand the concept of cO~lunity Hark 
Scientific process is followed in exercising your 147 
profession 
6 96.47 
o 100.00 
2) BU 7 
3,53 I 70 
0.00 ' 63 
13.53 ' 62 
(I 100,00 (1 ,00 I 19 
7 90.00 10.00' 19 
B B8.57 11.43' 18 
(l 10~) , Ill.! 
o 1(10,0(' 
1 '?4 , 7~ 
(1 , (10 I 2,53 0. 11 
(1 ,00 I 17,51 Z,SS 
5.26' 0.1 9 0.15 
Your activities lust be Hel l planned 
Your pro f~ssion d~als with human proble~s 
Your profession deals with hUlan behaviour 
Interaction & relationship building are ilportant 
A variety of social systems are involved 
An organizational system exists 
Target systelts exist 
You follfiM specified goals and objectives 
Strategies are utilized 
Team work is essential 
Work takes place within a st rutural context 
You are a bridge between the org anization and the 
cOfillunity 
You change opinions and i;ages purposefully 
You r profession el phasizes the group 
Your profession e;phasizes the i ndiv idual 
The comlunity is advantaged by your endevours 
The company is advantaged by your endevours 
Your profession is a for~ of socia l wor~ 
Your profession is a lanagement philosophy 
Your functions are therapeutically founded 
Your functions are lIIar~. et fou nded 
Your profession has a non profit orientat ion 
Your profession has a profit orienta ti on 
Your prime goal is to enhance effective social 
functioning 
Your prime goal is to iMprove cOl pany i ~age 
Welfare organizations need public relations 
progrn~es 
170 
163 
135 
170 
107 
(1100.0(1 0.00 I 70 0 100,(1(1 0.00 I 19 
7 95 .88 4.12' 31 3' 44.19 55.71 ' 18 
35 79.~1 20.59 I ~~ 21 70.00 .30.00 I 19 
o 100. 00 0. 00 ' 70 0 Iro ." o 0.00 ' 19 
23 86.47 g,53 J 33 37 47,14 52 .Sb I 19 
63 62. 94 37.06' 47 23 67. 14 !l .86 , 17 
123 47 72.35 27 .65' 53 17 75.71 24.29' 19 
161 9 94.71 0.29' 70 (, 100 . (00 0.00' 18 
25 145 14. 71 85.29' 63 7 90.00 10.00 ' II 
131 
116 
71 
39 77.06 22.94 '41 29 58.57 41. 43' 18 
4 97, 65 2,35 1 b3 7 90 ,(1(1 10.00 I 14 
99 41.76 58.24' 39 31 ".71 44.29' 13 
(I JOt) , 1)0 
I 940,'4 
(1 , (1(1 I 0.00 O.DO 
5.26' 85.20 0,0<) 
o 1(1) ,fil) (1, 0(1 I 2.46 O. lt 
o t(1(~.(. I I! (1,00 I 0.00 0,00 
(l101) . (\., t).OO I 40.90 1.60 
2 8":?,ni 10,53 I 0.38 0.53 
(I lon.I.I(1 (1 , (10 I 0. 28 O.S~ 
94 . ;1 5.26' 3.85 O.O~ 
B 57.E!? 42,11 I 121.04 0.00 
94. " 5.26' 8.34 ! .Bb 
5 73,~R 26.32 I 6,63 0,01 
6 68.1,: .'1.58' 3.88 O.~ 
6> 105 38. 24 61.76' 51 19 72.B6 27. 14' 12 63.IA 36 .84 23 .80 LOb 
59 111 34.71 65 .29 I 59 11 84, 29 15.71 I 14 5 n'(,8 26,n I 48. 76 2,98 
111 59 6>.29 34.71' 3 67 4.29 95.71 ' 18 1 94';, 5.26' 74.00 0.00 
123 47 72 . 35 27,65 J 29 41 41.43 5B . 57 I 19 (11 (1(1 , 1),00 2(1 ,41 6.22 
91 79 53,53 46.47 I 6(1 10 85.71 14,29 I 15 4 18, ') 21.05 I 22.01 2.70 
170 0 100.00 0.00 ' 0 71) (1,00 100 .00 I 19 {I 100 . . ' (1 1),00 340 . (10 0.00 
14 156 8.24 91. 76 ' 11 9 87.14 12 .86' 13 6 iB .': 31.58' 143.19 0.00 
109 11 14.12 )5 .88' 2 68 2.81 97 . 14 '11 B 57 .8' 42.11 ' 0.1 9 0.66 
23 147 13.5J 81 . 47' 59 11 8U9 15.71 ' 19 lU4 5. 21' 110. ll 0,00 
151 19 88. 82 11.18 I 1~ 5b 20,00 80 .00 c 10 9 S2.bJ 47.37 I 10'L31 0.00 
21 149 12 .l5 87.15 '51 19 72 .81 27 .14' 9 1') 47. ;; 52 .13' BI .4 3 0.00 
152 18 99.41 10.59' 10 60 14.29 85.71 '13 I 18.'2 lU8' 12Ub 0 .00 
6 164 3.53 9b,47 I 41 29 58 .57 41.43 I IB 'H . I~ 
101 69 59.41 40. 59 ' 70 I) 10(1,00 0,00 ~ 19 r) l()(l , '" 
5.21 ' 95.l8 0.00 
O.(lJ.'! 39.87 2.70 
Companies need cO~lunity work program~e5 137 J3 80 . 59 19.41 '51 19 72.B6 27 .I V 11 
117 L 71 9B .24 '48 22 68.57 31.43' 15 
r) J/I(i. '. I. 1),1)')' 1.74· 0,18 
You r training was adequate to equip you to mar~et 3 
you r organization 
4 JB , Q~, 21, 05 I 132 . 24 0.00 . 
Non pro/it organizations need effective 170 o 1(10 .1)0 (1.(10 I 65 9l.BI 7.11' 19 
cO"lunication policies 
Public relations has a role to play in community 109 61 64.12 35,88 I 47 23 67.1~ 32 .86 ~ 19 I) lr.iQ, U'1 ·(I .I}O! 74. 85 0 :00 
Hork 
----------------------------------------------------------------------------- ------------ ---------------- -- - - --- -------------
P-value < 0.5 = No ~ignificant differ ~nce 
P-value> 0.5 = Signif icant difference 
........ 
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From Table 8, it can be seen that of the 33 categories under investigation 
referring to the place and function of public relat ions in conrnunity "'-'Ork, 
there is a significant nwnerical and statistical difference of professional 
opinion in 17 of the categories . These differences are as fOllows: 
* your profession deals with hwnan relations 
* a variety of socia l systems are involved 
* strategies are utilised 
* you are a bridge between your organisation and the fJonrnunity 
* you change opinions and images purposefully 
* your profession emphasises the individual 
* the community is advantaged by your endeavours 
* your profession is a form of social work (an obvious finding not warranting 
discussion) 
* your profession is a management philosophy 
* your functions are therapeutically based 
* your functions are marketing based 
* your profession has a non-profit orientation 
* your prime goal is to enhance effective social functioning 
* your prime goal is to improve company image 
* your training mlS adequate to equip you to market your organisation 
_High percentages of 95.88 and 94.73 of social worleers and social workers 
practising public relations cons idered that their profession was orientated 
towards deal ing with hwnan problems in comparison wit h 44.29 % of publ ic 
relations practitioners. This finding supports the theory that comnunity"'-'Orle 
is therapeutically oriented compared to publ ic relations being more market 
oriented. With a chi-square value of 85.2, the significant diffe"ence was too 
great to allocate a p-value. 
Percentages of 86.5 and 100 of social "'-'Orleers and social workers practising 
public relations respectively considered that a variety of social systems were 
involved in their profession compared with 47.14 % of public relations 
praet i t ioners. 
terminology as 
There may have been a 1 aek of comprehens ion abou t th is 
public relations practitioners deal with a variety of socia l 
systems . Terminology used was specific to one or other occupation and this has 
possibly led to unexpected responses. With a chi - square vallle of 40.9, the 
significant difference was reflected by a p-value of 1.6. 
Only 14.71 % of social "'-'Orleers were of the opinion that strategic plans viz. 
communication were utilised in their profession in comparison to 90 % and 57 . 89 ~; 
of public relations practitioners and social workers practising publ ic 
relations respectively. This reslll t could be attributed to a 'lack .of ,: 
comprehension by social "'-'Orkers as to the context of the word "strategy". - Even 
though the opinion reflected by them is that they do not use these str-ategies ; 
the real ity is quite different as social worleers · need to fonllulat.e very 
definite strateg ies -with relation to marketing and cOnT711mication With (I . 
chi-square value of 121.04, the Significant difference is too g,>eat to allocate 
a p-value. 
.. .. 
. ,"~' 
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A percentage of 41. 76 of social workers considered themselves as a bridge 
between the organisation and the comnunity compal'ed to 55.71 % and 68.42 % of 
publ ic relations practitioners and social workers practising publ ic relations 
respectively. Just as a chain is as strong as its weakest I ink, s o a welfare 
organisation is reflected by every staff member. As cOim/unity work 
necessitates higher visabil ity, so the social worker has to develop positive 
relat ionships between their organisat ion and the comnuni ty i. e . bui Id bridges. 
With a chi-square value of 3.88, despite the nume~ical difference, there is no 
statistically significant difference between the two fields. 111is is reflected 
by a p-value of 0.04. 
A percentage of 38 . 24 social workers considered that their func tion wos to 
change opinions of the comnunity and image of the organisat ion purposefully 
compared to 72.86 % and 63.16 % of publ ic relations practitioners and social 
workers pract ising publ ic relat ions respect ively. This would support the 
assumption that social workers adopt less directive approaches in service 
rendering, and would appear to see their roles as comnunity oriented in 
comparison to public relations practitioners and their co lleagues practising 
publ ic relations, WlO appear to be equally concerned with enhancing the image 
of the employing body. With a chi-square value of 23.8, the statistically 
significant difference is reflected by a p-value of 1 .06. 
A percentage of 65 . 29 social workers were of the opinion that the ir profession 
emphasised the individual in comparison with 4.29 % and 91.74 ,% of publ i c 
relations practitianers and social workers· practising public relations 
respectively. This would support the assumption held by social workers tbat 
the individual is the most important element to be considered. Nevertheless, 
the role of sociology and group dynamics cannot be negat ed in practising ; 
comnunity work successfully. With a chi-square value of 74, · the significant · 
difference between the two fieldS was too great to be expressed as a p-value. 
High percentages of 72.35 % and 100 % of social workers and soc ial workers 
practising public relations respectively were of the opinion that ·the comnunity 
wos being advantaged by their endeavours in comparison to 41.43 % of publ ic 
relations practitioners. This supports the assumption that cOlmllmity .work is 
aimed at enhancing the qual ity of I ife of people, \\hereas this is not a fact'ol' 
in public relations. With a chi-square value of 20.41 , the s tatisti call y 
significant difference is reflected by a p-value of 6.2. 
Only 8.24 % of social worlcers considered the ir profession os having a 
management philosophy compard with 87.14 % and 68.42 % of pulll ic relations 
practitioners and social workers practiSing publi c relations respec tively. IJli s 
, .,... ... 
.", .. 
147 
supports the assumption that social wor/eers primllri ly see themselves as 
professional therapists and not managers. In the I ight of ih e new Welfare 
pol icy and the need for more assert ive roles to be played, social wor/<ers of 
necessity will become "managers" of their time and their prografTJJles to effec t 
progress. With a chi - square value of 143.69, the significant difference 
between the two fields was too great for the allocation of a p- value . 
Percentages of 64.12 and 57.89 of social workers and social worker's practising 
public relations considered their functions to be therapeutically based 
compared with 2.86 % of publ ic relations practitioners. This supports the 
assumption that social work is therapeutic. Of interes t here is the fact that 
2.86 % of publ ic relations practitioners were of the opinion that the wor/e they 
were doing \\Us also therapeutic. This opens the door on the levels of 
intensity that this field can reach. A chi-value of 0.19 \\Us presented and the 
p-value of the statistically significant difference \\Us a s low as 0.6. 
Only 13.53 % of the social workers considered ·their functions to be market 
founded compared with 84.29 % and 94.73 % of public relations prac titioners and 
social workers practising public relatians. In a sense, cannunity work 
funct ions are market oriented, but not to the same degree of int ens ity as those 
of publ ic relations. With a chi-square value of 110.36, the significant 
difference \\Us too great to allocate a p-value. 
Percentages of 88.82 and 52.63 of soc i a I workers and soc i a I workers practi sing 
public relations respectively considered their profession as being non- profit .. 
oriented compared with 20 % of publ ic relations practitioners. Although thi s ." 
point may have seemed to be too obvious. for inclusion, it was deemed necessary ". 
due the fact that subsidies are being queri ed, and welfare organi s ations have 
been urged to raise fundS and market services . A percentage 0/ 12.35 social · 
workers recognised this need and thus val idated the question for . inclusion ~ 
Although the basis is thus non-profit, real ism has to take a hand ahd projects 
need to become viable proposit ions paying for themse lves and gener'at ing enough 
. ' -
income for the extension of services. With a chi-square valwi of 109.31, the 
statistically significant difference between tlie fields Ims too great to 
allocate a p-value. 
Percentages of 89.41 and 68.42 of social workers and soc ial workers practising 
publ ic relations repsectively considered their profession to have a prime goal 
of enhancing effective social functioning compared with 14. 29 % of publ ic 
relat ions prac t i tioners. This goal may not necessarily be the prime goal of 
community work, but, it is certainly one of the main thrusts beh ind commun'it y . 
work. With a chi-square value of 127.56 , the Significant difference between 
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the fields was too great to allocate a p-value. 
Only 3.53 % of social workers considered that a prime goal was to impro'!e 
company or organisational image compared with 58.57 % and 94.73 % of publ ic .· 
relations practitioners and social workers practising publ ic relations 
respectively. Again, this ties in wi th issues such as loyalty to one"s 
organisation, and the recognition of the need to provide substance and 
credibility to an organisation by co-operating in a team spirit to build up its 
image from within. With a chi-square value of 95.38, this Significant 
difference between the two fields was too great to allocate a p-value. 
Only 1.76 % of social workers felt that their training had been adequate to 
equip them to market their organisation compared with 68.57 % and 78.95 % of 
public relations practitioners and social workers practising public relations 
respectively. This identifies a need to be addressed in the training of social 
workers based upon the need to "sell" their projects to management, and to 
conTnunicate to and with funding or sponsoring bodies. This needs to be done 
-with alacrity. With a chi-square value of 132.24, the significant difference 
between the two fields was too great for the allocation of a p-value. 
The following categories all reflected highly positive numerical similarities 
in both fields yet statistically, reflected significant levels of differences 
reflected by the following p-values: 
* comprehension of the concept of conTnunity work 
* existence of target systems 
* essentiality of team work 
* company/organisation advantaged 
* necessity of effective conTnunication policies in 
non-profit organisations 
- 2.85 
- 0.59 
- 3.86 
- 3.86 
- 4.29 
In conclusion, it can be stated that both social workers and publ ic · telat ions 
practitioners recognised the function of publ ic relations in conTnunity work 
within non-profit organisations. The third group of respondents, namely, 
social workers practising publ ic relations, have unreservedly advocated the use 
of public relations by conTnunity workers by drawing upon their DIm experiences 
- " 
in this field. Despite differences of emphasis, public relations has a 
definite function in comnunity work with reference to all the con:monal ities 
identified by the social workers actively utilising publci relations on a daily 
basis. 
'. 
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6.11 CQ\IPARABILlTY OF THE FT.JNCI'IONS OF C(M,fUNITY IIORK AND PUBLIC RElATIONS 
TABLE 9 COHPARABlllTY OF THE FUIICTIONS OF CO"HUIIITY ~ORr '10 ru".'c r[V.fIO IiS 
------- === === ========================== ===~====================== == =~ - =~= = === 
--------- - --.--------- -- -- ---- - --------. - - - --- -- - --- ___ . _______ ___ . ___ - ___ ! - . ___ ._. - -___ -. __ - -- __ I ___ __ __ • .. __ ___ _ _____ ._ I ___ _ _ ____ __ • . __ 
CATEGORY SOCIAL WORK 'PUBLIC RElATl OI~S 'SOCIAL i ,)nl. ! rr! 'lI C , 
N • 170 !H = 10 !RElATIO»! IN ' II I 
F % F F P 
YES NO YES 110 ~YES 110 YES 110 !Yf5 110 '1 F. !; NO ! 12 ~aJ ue<; 
--------- - - -- --.-- - -- ------- -------- - -- - ----- _____ _ ____ _ __ __ _ ___ _ _ _ _ ______ 1 __ __ __ _ _ ___ _ _____ __ _ __ 1 __ _ _ _ _ _ _ • .•• - __ __ 1 __ __ _ _ -- --- . 
Improving inter-organizati onal relationships 92 78 54.12 45,88! 24 46 3a . ~ 9 65,7 1 I 18 i~. jl U 6 , 7.80 5. 19 
Mobiliz ation of couunity support 147 23 86.47 13.53 I 14 56 20 ,(l ll 8').00 I 16 3 fU .1.I J ~. , 17 , 9'1' . 21 0.00 
Resour ce deveiopllent 153 17 9Q.{I0 10.00! 11 59 15.11 £14.29 I 18 1 '; 1 .7 ~ :; . 26 , 126 .44 0.00 
'\ : , 37 , 2,6.1 0 . 10 
6 L 16 , 4b.78 7.93 
:U8 , 118.10 0.00 
:6.32 , 76. 46 0.00 
U 6 , 4.22 O.O'l-
I 
Developllent of public participation 109 61 64.1 '2 35.88 ~ 37 JJ 52.eb 17,14 I 10 9 ~ J. . ~,' 
Securing vo lunteers 99 71 58.24 41.76. I 7 63 10, ~I O qO.OO! 12 3 6 , ~ ~ 
Dftenl ining pu blic opinion 23 147 13.53 86. 47 I b1 9 81 .H 12,86! 1-3 6 hl? 'I: 
II Corr ect ing public li sconceptions 12 158 7.06 92 .94 I 41 29 S8 .~ 7 41.4:, I 1~ 5 n . 6~ : Practice of cOllll unity relations 107 63 62.94 37 .% I 34 ~6 18. ~ 7 51.n I 18 1 4.1-1 
: h<!ge dl!vel opMen t of your organisation 11 159 6.47 93 .53 I 59 11 84, ~ 9 15 .71 ! 10 9 ~ i . b ~ 1; . ~ 7 , m .31 0.00 
I Call paign 8T'gan ization 41 129 24.1 2 75.88! 61 9 87. 14 12.86 ! 19 l) I ii) . ".' !.l. ')l) , 80. " 0.00 
21. r)5 , 3.'8 O,O~ I 
Fund raising 104 6& 61.18 38,82! 33 37 47.14 52 .86 ! 15 4 ia.q :l 
--------------------------------------------- ------------------------------------------------------------- -- - - -- -- --- --- - . --
: P- va lue < 0.5 = No sign i ficant difference 
p-yalue > 0.5 = 5igni fi cant differenCE! 
From Table 9, it can be clearly seen that , of the 11 categories of fun c tion s: of 
these fields, there is a statistically significant diffe rence in 8 of these, 
indicating a lack of Similarity of purpose. 
p-values are as follows: 
* improving inter-organisational relat ionships 
* mobilisation of community support 
* resource development 
* securing volunteers 
* detennining public opinion 
* correcting public misconceptions 
* image development of the organisation 
* campaign organisation 
These differences and the i r 
- 5.19 
- 0.00 
- 0.00 
- 7.9 
- 0.00 
- 0.00 
- 0.00 
- 0.00 
The practising of community relations was supported by 6~,94 % of social 
workers and 48.57 % of public relations practitioners, and although numerically 
it would appear that public relations practitioners would not suppo,-t thi s as 
one of their functions , the chi -square value was only 4.22, lending it se lf to a 
p-value of 0.03 indicative of no real statistically significant diff"erence 
between the two. The percentage of public relations practit ioners regarding 
this as one of their functions is surprisingly high supporting the assumption 
that the tv..o fields undyr investigation are, in fact, less dissimilar than .may 
have been contemplated . 
.-
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Social workers and social workers practising public relations were in agreement _ 
that their functions were as follows: 
* improving inter-organisational relationships 
* mobilising community support 
* developing resources 
* practising community relations 
* fundraising 
Public relations practitioners and social workers prac tising publ ic relations 
were in agreement that their functions were as follows: 
* detenmining public opinion 
* correcting public misconceptions 
* developing organisational image 
* organising campaigns 
The fact that the social workers pract ising publ ic relat ions have ident ified 
all of these categories as being relevant to their function, supports the 
assumption that although purposes may differ, functions of publIc relations and 
communi ty work are combinable. There is no doubt that communi ty work could be 
weatly enhanced by incorporating the functions of public relations into their 
programmes for more goal attainment and cost effective rendering. This is one 
area \there input may have been lacking. The "where" and "haw" matters present 
an area for future research. 
6.12 CCMPARABILITY OF THE ELEMENTS OF C<M\IUNITY \\ORE< AND PUBLIC RELATIONS 
TABLE 10 COMPARABIL1Y OF THE ELEMENTS OF PROGRAMtlES OF COMHUNIlY WORt HNO FUBLIC REL ATIONS 
======== ================= === ========== === ==== = ===== = = ===== = === ====================== == = = ==~, 
,-
------_ ._----- - -- - -- --- --- ----------------- ---- - - - - - -- - - --------- --- ------ ~ -- - -----_._--- -- ------- ~ -- -- .- ------. --- - -- --- ( - --:: . '--- - _.#< 
, . 
CATEGORY SOCIAL HORY. 'PUBLI C RELATIONS ' SOC IAL WOR!: f FUBlIC , 
N • 170 'N • /0 !RELAT IONS IN • 1'1 
F 7. F 7. F 1. 
" 
: p 
YES NO YES NO ' YES NO YES NO 'Y ES NO YES 110 ' X2 Vtll.,; ... ------- ------------------ -------------------- -- ------ ----- --------: ------- ,-- --- - - - ------ - ------~--- - -- -- - --- - - -------- - '"- -,-- -- ---
Ra tiona Ii za ti on 
, Clearly stipulated ailS 
I Detailed objectives 
Tile schedules 
Mork lethods and procedures 
Staff hierachies 
Dr ganogralls 
Organizations suitability for the programl! 
Budg.ts 
Evaluation . ) 
P-value ( 0.5 = No significant differenc!! 
P-value ) 0.5 = Signif icant differenc!! 
143 
162 
165 
29 
17Q 
161 
105 
123 
110 
170 
27 B4 _1 2 
8 95.29 
5 97. 06 
141 17 .06 
o 100. 00 
9 94.71 
65 61. 76 
47 72. 35 
60 64. 71 
o 100.00 
15.88 ! 16 54 22.86 
4.71 '41 29 58.5/ 
2.94 ' 63 7 90 .00 
82.94 ! 68 2 97 . 14 
0.00 ! 15 55 21. 4J 
5.29 ! 61 9 B/ . 14 
38.24 ' 63 7 90 .00 
27.65 ' 51 19 72 .86 
35.29 ' 45 25 64 .29 
0.0(' , 70 o 100.00 
n.14 , 19 o 11)(I, ',!(I 0.00 ~ 83. 22 O.O~ 
41.43 ' 18 94.74 5.26 ~ 51.27 8.01 
10 _00 ' 18 1 94. ] 4 s.n I 5.20 0.02 
2.86 ' 1l 6 68 .12 31.58 ~ 132 .('5 0",,0 
78 . 57 ' 19 o 100 . ('(I 0,0(1 ~ 173_28 0.00 
12.86 ( 15 4 18. , 5 21. ~~ ~ 4.09 0.04 
10 .00 ' 15 4 7 B, i ~ 21 ,05 ~ 18.B2 1.43 
27 .14 ! 18 1 14 . 74 5. 26 ~ 6.32 0.93 
35.71 ! 19 Q 100 .00 (1 ,00 ~ 3.B2 0.75 
0.00 ! 19 (1 11)(1,11(1 1).(1(1 ! 0.00 0 .00 
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From Tabl e 10, it can be seen that there is a pas i tive carre 1 a t ion nwner i ca lly 
between the elements of conmunity worle and publ ic relations in direct 
comparison to most of the other areas of this investigation. Of the 10 basic 
categories stipulated, the two fields show significant nwnerical diffe.rences in 
only 3 of the elements. These elements are as fallows: 
* rationalisation 
* time schedules 
* work methods and procedures J Statistically significant high for p-value. differences too 
The element of rationalisation \\,Us supported by 84.12 % and 100 % of social 
workers and social workers practising public relations respectively compared 
with 22.86 % of publ ic relations practitioners. This would indicate a high 
degree of comprehension by social workers on the contents and impl icat ions of 
rationalisation for effective progranmes. With a chi-square value of 83.22, 
the statistically significant difference \\,Us too high for a p-value allocation. 
The use of time schedules wos only supported by 17.06 % of social workers 
compared with 97.14 % and 68.42 % of public relations practitioners and social 
workers practising public relations respectively. This could become a most 
effective tool of the conrnunity work progranme and a vital element of the 
progranme fonnat. It is surprising that social workers have negated its 
relevance. With a chi-square value of 132.05, the statistically significant 
difference was too great for the allocation of a p-value. 
Wi th reference to the element of work me thods and procedures, both soc i a 1 
workers and social workers pract iSing publ ic relations supported this 100 % in 
comparison to 21.43 % of public relations practitioners. This element refers 
to the part Of the progranme spell ing out the actual modus operandi of the wor'le 
to be done i.e. the manner in \\hich goals are to be accompl ished ;. This is tile 
meat on the bone of any conrnunity work progranme. With a chi-square value or. 
173.28, the statistically significant difference was too great · for the 
allocation of a p-value. 
The following elements all reflected positive nwnerical responseS, · yet there 
\\,Us a stat ist ically Significant difference in the degrees of the repl ies 
reflected by the following p-values: 
* clearly stipulated aims 
* organqJrams 
8.01 
- 1.4.3 
In conclusion, it can be stated that social workers practising publ ic relations 
have all incorporated these elements into their progranmes. There is no doubt 
that effect ive comnuni ty worle could re proctiso:1 ry camlJTlity wo·rleers if they' drew 
up progranmes conto'ining all these elements. l'he most interes(inrr element 
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would be that of time schedules whereby dates could be present ed together with 
the objectives, work methods and procedures making service rendering time 
encapsulated. 
6.13 CCMPARABILITY OF ASPECTS OF PROGRAMIIES FOR CCM.fUNITY \\OR£( AND PUBLI C 
RELATIONS 
TABLt 11 COMPARA9 1LTY Of ASPECTS Uf f'R06RAMIIES fOR rOHHUll1TY WOP I A'IP ! [IPLIC RELATlOIIS 
====== ===== ==== ===== ============== === == ============::: =::::- ==::= ::- 0 ::-:: == =.== ===':-== =:::: 
__ ______ _____________________ ______________ . __________ ___________ ______ ___ ~- ---------------- - -- - - I ---------- --_ .. _-______ 1 ______ ---- --
CATEGORY SOCIAL WORY. !PU9L1 C RElAIl OllS ~ SOCIAL W)RI, ~ f .lBUC , 
N " 170 ~ N :: 70 ' RELATIONS IN • 101 
f l f f r 
YES NO YES NO 'YES 110 IES NO ' YE S tJO lES NO , Xl V .. lll ;" 
____ _ • _______ _ __________ _______ _ _ _ __ ____ _ ______ _________ _____________ ____ _ ~ • __ _ __ __ ._ ------ ______ 1 _________ .• _ _ •. 
- - __ ____ 1 ______ -- - --_. 
E~phasi5 on larketing and selling services , 167 1. 76 98.24 , 6b 94.19 ,.71 , lb , 8' .71 1,.79 , 207.20 (I, ' 
A (ollunicat ion strategy 7 16l U l 95 .88 , 67 , 9,.7 1 4.29 , 18 I '14, n ).2 ; , 195.06 0.1 ' 
Media seh!ction 12 1,8 7. 06 9 2 .9~ , ,4 16 77 . 14 22.Bb , 11 8 ~7.~" 42 .11 , 11 5.41 O. ! \.1 
Efectivity of diagral5 6l 107 l 7 . 06 62.94 , 70 " 101) .00 0.00 , 18 q q. 7~ , .16 , 79.50 0.(',' 
AlloNanCE'S for corporate flble'5 2 168 1.18 98.82 , S9 11 84.29 1 j. 71 , 17 2 89.' 7 10. 53 , 180 .b6 O.f.' 
Allowances for corporate apparrei lb9 0.59 99 .41 , 61 , 87. 14 12.86 , 13 , 60 . P 11.58 , 193 .87 0. I.": 
Corporate identifi cation 16 154 9.41 90 .59 , 61 9 87.1 4 12.8b I 16 , 84. 7.1 1'-1' , m .48 0.'. 
Structure of the building housing the organization 27 143 1,.88 84.12 , 69 ~9.57 1. 4, , II 6 b8 . ~2 J1.58 , 141.26 O. 
Corporate identity of all staff 169 0. ,9 99 .41 , bl 90.00 1(1,00 , II 6 68.4 ; )1.58 , 202 .70 (' . 
Staff public (ollunication prograele 12 158 7.06 92.94 , 53 17 7'-11 24.29 , 12 ) ", Jo :0. 84 , lIB.34 O, t .. 
Furnishings and ieage of officE'S 2 16B LIB 98.82 , ,9 11 84 .29 15. 71 , 16 , 84.21 15 . 79 , 180.65 0 , 1.: ! 
Outward appearancE' of the building 169 0. 5' 99.41 , b9 1 98. , 7 1.4 , , II 6 b8Y ;1.58 , llO .41 l) , I ' 
Deveiop!ent of staff attitudes towards clients 61 109 3'.8B b4.12 , 41 27 61. . 1 18 .,7 , 12 b 3. J.:. ~6 .84 , 13.17 ; . ~ : 
Scope for stat t training and developlent 89 BI 52,3, 4 7 .6 ~ , ~9 11 84.29 15.71 , 17 8? 4' 10.,3 , 21. 38 3. ' " 
Research 10, 67 60 . 59 ,9. 41 , 12 58 17.14 82.86 , 17 2 89,"~ J 0,5.3 , 37,50 III,! l 
HeasurlPient of rE'5ults 88 82 ,1.76 48.2. , 12 ,8 11.14 82.86 , 1~ f8,'1) 21. 0, , 24,45 7. h i 
Plan for specific actions 170 o 100.00 0.00 , 70 I) H10,00 f1.00 , 17 2 811.4 1 I ~ . 53" 1 ~.(I() 0:. 
Evalua tion 170 o 100 . 00 0.00 , 70 ' o 100 .00 0.00 , 19 o 1(1) , ! . •. ,· t) . t) (l , 0.9
'
) 1.I,l'.' 
---- --- ---- -- ---- --- -- --- -- - - - ----------------- - ---- --- ---- ------- ---- ---- - -- - ---- - ---- - ------ -- -- --- ---------------------.- --- -----~ 
P-value ( 0,5 = No significant differE'nce 
P-value } 0.5 = Significant differencE' 
FrOO1 Table 11, it is clear that there are many numerically and statistically , 
significant differences between the two fie lds on the aspects ,that should be 
contained within a cOO1prehensive programne for their organisation. Of the 18 
categories investigated, 15 differ marked ly. Of interest, however, is the fact 
that all of these aspects are conc lusively incorporated into the programne of ' 
socia l workers practising public relations. The differences referred to are as 
foll ows: 
• emphasis on marketing and selling services 
• a communication strategy 
• media selection .J 
• effectivity of diagrams 
• allawonces for corporate emblems 
• allowances for corporate apparel 
* corporate identification 
* corporate identity of all staff 
• staff public communication programme 
• outword appearance of the building 
• development of positive staff attitudes towords clients 
• research 
* measurement of results 
• structure of the building housing the company 
• furnishings and image of offices 
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A point warth mentioning is the fact that the third group of respondents, 
namely, the social wor/<ers practising public relations, utilised all 18 
categories of items in their programmes with percentages ranging from 100 % to 
63.16 %. Although one cannot measure their produc t ivi ty, the ut i I isation of 
all 18 categories shows that this is possible, and is being done. 
Only 1.77 % of social workers incorporated marketing and "sell ing" of services 
into their programmes compared with 93.34 % and 84.21 % of publ ic relations 
practitioners and social workers practising public relations respectively. 
This is a vital aspect for a community worker"s programme as it has to be 
approved by management of the orgnnisat ion" s National Counci I, by the Reg ional 
Welfare Board and by the State funding body. Unless marke ting is done, the 
programme i s in danger of being "shot in the foot". No matter' how noble a 
cause it re presents, the programme needs to have impact and a se ll ing point. 
It needs to be convincing. WUh a chi-square value of 207.1, the stati s ticall y 
significant difference was too great for the allocation of a p-vaille . 
Only 4.12 % of social workers incorporated an official coomunicat ion · s trategy 
into their programmes compared with 95.71 % and 94.73 % of publ ic relatidl'is 
practit ioners and social workers pract"ising . publ ic re lations respect ively. 
Without a thorough plan of methods of communication, a programme be.comes ... 
cl inical and ineffective. Community workers need to know lAilicll forms.or 
communication they wi II be using e.g. publ ic speaking to erudi te aJ~diences . 
requiring specific skills, and speaking to groups of ilUter'ut'e v iLlagers 
r equires others. With a chi-square value of 195,06, the s ignificn~t differen.c,? 
wos too great for the allocation of a p-value. 
Only 7.06 % of social workers practised media selection in their prog rammes 
compared with 77.14 % and 57.89 % of public re lations prac titioners practising 
public relations respectively. Without the involvemen t of the media, coomunit y 
work could lose impact, and without selecting the most e ffe c ti ve form of the 
media, aims could be negat ed by reaching the incorrec t audience. 
-,- ... 
Each step of the my should correspondingly be planned and ,' inclilded in , ihe ' 
prograrrme for efficient implementation. This ties in with Ule overall 
conrnunication strategy. With a chi-square value of 115.42, the statistically 
significant difference ms too great for the allocation of a p-value. 
Only 37.06 % of social workers incorporated diagrams into their prograrrmes 
compared wi th 100 % and 94.73 % of publi c re I ati ons prac t i ti oners and soc i a I 
workers practising public relations respectively. Diagrams can add 
professional ism to prograrrmes, comunicate more economically, and brea/{ the 
monotony for the peruser. With a chi-square value of 79.5 the statistically 
significant difference is too great for the allocation of a p-value. 
Only 1.18 % of social workers made allomnces for corporate emblems, and only 
0.59 % made allomnces for corporate apparel compared to 84.29 % and 87.14 %of 
publ ic relations practitioners respectively, and 89.47 % and 68.42 % of social 
workers pract ising publ ic relat ions respect ively. These concepts are not new 
to the general market place. Conrnuni ty wor/{ers could benefi t irrmeasurably by 
donning a practical and professional unifonn that identifies them in the 
conrnunity and becomes representative of the work they do, and the organisation 
that they work for, providing automat ic cant inui ty if staff changes occur. The 
unifonn remains constant. Having a corporate emblem on stationery and business 
cards is not only professional, but also provides staff members with a strong 
sense of belonging. Conrnunity workers should consider incorporating these 
aspects in their prograrrmes. The statistically significant difference in both 
areas ms too high for the allocation of p-values. 
Only 15.9 % and 0.59 % Of social workers made allomnces for the structure of 
the building housing the orgmisation and the corporate identity of the starr 
compared with 98.58 % and 90 % of public relations practitioners respectively; 
and 68.42 % on both points of social workers practising publ ic re lations. 
Al though welfare organisat ions usually cannot choose v.nere they want to be 
housed, and the budgets are tight, the environment should be made as appeal inq 
as possible. This would automatically affect the morale of s tarf and would 
encourage them to wish to ident ify wi th the organisat ion . Renovat ion could 
become a conrnunity work project on its 0\\.11 involving sponsors, cl ients ami 
staff working side by side. All that would be needed 'A,'Oulcl be a little 
innovat ive and creative appl ication of conrnuni ty work principl es, technique s 
and methods. Both categories presented statistical differences too large fa" 
the allocation of p-values. 
Only 7.06 % and LIB % of social workers concerned themselves with starr publ i c 
conmunications prograrrmes; and furnishings and image or the office 
." 
'. 
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respectively compared with 75.71 % and 84.29 % of pubUc relations 
practitioners respectively, and 63.16 · % and 84.12 % of soeia l \\lorkers 
practising publ ic relations . A \relfare organi sa t ion needs synpa thet ic and 
competent staff members in front desk situat ions to deal with the c l ient system 
before the professional staff do. Consequently, tllis is where the firs t and 
lasting impressions are made. 
staff have not received the 
Frequently, these are not pleasant because the 
correc t training. Understandably, financial 
restraints prevent organisat ions paying salaries that are compet i t ive wi th the 
private sector, so top staff would be drawn to companies paying competitive 
salaries. Cl ients, sponsors and fellow professionals are conducted to waiting 
rooms that have of necessity not been \rell decorated. Furnishings and deco r' 
playa relevant role in alleviating gloom and making a statement about an 
organisation - a point \rell taken by public relations practiti oners and social 
workers pract ising publ ic relat ions. The se aspects could be incorporated into 
conmun i ty work progranmes to enhance content. The ch i - square va lues of these 
respective aspects of progranmes are 119. 34 and 180 .66 , both being too high for 
the allocation of a p-value to indicat e statistically significant differences. 
Only 0.59 % of social workers concerned themselves with the outward appearance 
of the bui lding compared to 98.55 % and 68.42 % of publ ic relations 
practitioners and social workers practi s ing public relations r espective l y . 
This ties in with conclusions reached about the structure of the bui lding. 
With a chi-square value of 230.41, the stat ist ically significant difference 
bet\reen the two fields .is too great for the appl i ca t ion of a p-value. 
Wi th reference 
progranme, t his 
% of public 
to giving attention 
was supported by 35.9 
to staff attitudes as an aspect of a 
• 
% of social workers and 61.43 % and 63.16 
relations practitioners and social workers practising " publi C' 
relations respectively. This ties in with conments made about a s taff publ ir 
conmunication strategy. With a chi-squa r e value of 13.17, there is a 
statistically significant difference refl ec ted by a p-value of 2.83 between the 
t1.W fields. 
Only 17. 14 % of public relations practitioners incorpor'oted research and 
measurment of resul ts in the ir progranmes compared wi th 60.59 % and 51.76 % or 
soc i a I workers; and a much higher 89.47 % and 78.9,5 % soc i a I wor/ce r's 
prac tising public relations respectively. Th e unde r s tanding of the t em 
"research" is sometimes a little broad incorporating data see/Cirgwli ch woIl I ,! 
explain the high percentages of social 1.Wr/cers including thi s aspect withi n 
the ir progranmes. ,There is always a need for research as \re str ive to achieVl' 
excellence as a profess ion. With a chi -square value of 37.5 and 24.4:' 
respectively, Significant differences bet\reen the two fields i s represented by 
p-values of 91.3 and 7.61 respectivel y . 
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In conclusion, it can be stated that the content of conrnunit y ""ric call be 
greatly enhanced by paying attenti on to all of these aspec ts of prograllTncs . 
These are all hitherto unchartered areas that will need creati.vity and the 
abil ity to ""ric with people at all levels - t"" of the mos t fundamental buil d ing 
bloclcs of a conrnunity ""ricer. 
6.14 OPINICXVS CXV PUBLIC RElATICXVS STRATEGIES FOR DIRECT SERVICE WELFARE 
ORGAN I SAT[ CXVS 
TABLE 12 OP INIONS UP ON PUBLIC RE LAIIONS 5IR'IE6IES FOR DIRECI SERV ICE ijEl W '[ Or,6AN ISA II OIIS 
=== ===== === == == == ===== === ==== ======== ====== == ====== ==== ======= = = ======~== =~ = = - == === ==== ====== 
___ ______ __ ___ _____ __ __ ___ _______ __ ______ • ___ _______ __ ___ ____ _______ ___ __ _ ! ______________________ ~-- --- -- -- - __ ______ .. ___ 1 . ____ _ ___ ___ __ , 
CATE60RY SOCIAL MORY. 
N ~ 170 
F ! 
YES NO YES 
'PUBLI C RELATlOJIS 
' N ~ 70 
F 1 
NO 'YES NO YES 
'SOCIAL MORY. f PUBLI C ' 
'REL ATI ONS IN ~ 19) 
F ! p 
NO 'YES NO YES 110' X2 Val ue5 ~ 
-____ ________ ~ ________ __________ ________________________________________ ~- ------- .. -------------!----------- - -- ---- - - _. 1- --------- ____ 1 
All Kelfare organiz ati ons ha ve good public i .ages 
Welfare organizations Kill benefit frol PR 
strategies 
COlmu nity wor ~ ers are equipped to do public 
relations 
Public relati ons personnel are equipped to do 
[olluni ty work 
13 157 7.b5 92.)5 ' 
m 14 91. 7b 8. 24 ! b3 
1 .4 ~ ~8,~7 I 0 IV O.OQ 10~ . OO I 
90. 00 10.09 I 19 0 100 .00 O,OJ I 
23 147 13.53 8b.47 ' 0 70 0.00100.00 ' 10 9 52.bl 4).)7 
11 m b.47 93. 53' Ib 54 22 .8b 77.14' 2 17 1 0 . ~3 B; .' ) , 
PR techniques can be incorporated into COMmunity 167 
work 
) 98.24 l. 1b ' b3 90 ,00 10.00 I 19 o 100 , tl(i 
: Every welfare organization practices sound public 60 110 35. 29 64. 71 t 0 70 0,00 100 ,00 t 18 ~ , 26 'H. i : ! i relati ons 
I You can benefit fro. pu blic relations theory 
: An effective PR and cOI.unications polic y will 
j iMprove the i.age of the Kelfare organizations 
Ib3 
lb4 
7 95. 88 
b 9b. 47 
4.1 2 ' )9 
3, 53 I 63 
31 55 .71 44 .21 I 17 
90.00 10.00' 19 
2 89 .47 10.5} 
o 100. 00 0 ,11(1 I 
! It is necessary to incorporate PR in cOllunity 154 16 90 .59 9.41 t 63 90. 00 10.00 ~ 18 1 94. 74 ~. 16 t 
~, ,4 q 0 .. 06 ~ 
0.19 O.bb' 
10. 47 I. 21 , 
1.3. )3 2.bO 
8.42 3.70 
31 .'4 9. ~9 ... 
6(' .03 9.31 
4001 0.04 
0.('1 (I , Be 
I ~~~~-~~~:~~=~ - -- - - - ----- -- ---- - - -- ---- ---- -- -- ----- ----- --- ------ - ---- -- - - ~ --- - - -- -- --- - - - - -- -- -- ~-- ---- ---- - - -- - -- - ------------------. 
I P-value < 0.5 : No significant difference 
P-value > 0.5 = Significant difference 
From Table 12, it can be seen that all welfare organi sations do not have good 
images. This is supported by 92.35 % of social ""ricers, 98 . 5~ % of publ ic 
relations practitioners and 100 % of social ""rkers practising publ ic 
relations. There is no significant statistical difference be tween the two 
fields based upon the chi-square value of 3.49 and a p-value of 0.06. 
The belief that welfare organisations ""uld benefit from public relations 
strategies is upheld by 91. 76 % of social ""ricers, 90 % of publ ic relations 
pract itioners and 100 % 0[' social worlcers pract ising public relations. l11ere 
is, however, a sl ightly significant difference stat is t ica/ly spealcing between 
the degree of the consensus based upon a p-value of 0 . 66. 
.. ' 
-.. 
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Only 13.53 % of social workers bel ieve that. comnunity workel' s are equipped to 
practise public relations compared to no public relations practitioners and 
52.63 % of social Mlrkers practising public relat ions. As these soci al Mlrkers 
are actively practising public relation s. they are in a posi ti on t o assess 
this. A significant difference in opinion is reflected bya p-va ille of 1.21. 
As to wnether or not public relations practitioners are equ ipped to do 
coomunity work , 6.47 %, 22.86 % and 10.53 % of soc ial workers, public r e lations 
practitioners and social Mlrkers prac tising publi c relations agr'eed . Despite 
this a leve l of significant difference of consensus was r eflec t ed by a p-value 
of 2.6. The overwhelming numeri cal simi larit y was that they 1<BI'e not equipped 
to carry out this function . 
The feasibi I ity of publ ic relations techniques being inco rporated into 
coomunity work \\.Us supported by 98. 24 %, 90 % and 100 % of social workers, 
public relations practitione rs and social workers prac tising public relations 
respectively. There is, however, a statistically s ignifi cant d if fel'ence in the 
-degree of consensus between the two fields reflected as a p-value of 3.7. The 
fact that there is consensus on this matter is highly significant for the 
future theory of coomunity work. 
Percentages 
pract ising 
of 35.29 and 5.26 were expressed on we I fare ol'gan i sa t ions - -
sound pub I i c re I a t ions by soc i a I Mlrkers and soc i a I workers 
practising publ ic relations respectively compared to none ' by publ ic relat ions 
practitioners. A statistically significant difference in the l evel of 
consensus \\.Us reflected as a p-value of 9.49 between the two .profe.ss"ions. 
Numerically it cannot be disputed that few welfare organisations are. practising 
sound public relations. 
Of interest \\.Us not ing that all three groups expressed the opinion that they 
would bene(i t from publ ic relat ions theory. Thi s was s tated by 95.88 %, 55.71 
% and 89.47 % of social Mlrkers, public relations practitioners and soc ial 
workers practising public relations respective l y . There was a st aJisticall y 
significant difference ill ttle level of consensus reflected by a p-value of 9.32 
between the two fields. Numerically, the fact that soc ial wOI'kers M)uld 
greatly benefit from public relations theory, wos ind i spu tab le. 
There was overwhe lming consensus from 96.47 % soc ial workel's, 90 % publ ic 
relations practitioners and 100 % soc ial workers prac tising publ ic relations 
that the image of welfare organisations would be improved by an effective public 
r e lat ions and coomunications pol i cy, Statisti ca ll y, ther e was 110 s ignifi cant -
difference in degree ~f consensus r ef lect ed by a p-value of 0.04. 
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Consensus from a II three groups was obta ined upon the llecess i ty of 
incorporat ing public relations in comnunity work services as f o ll oH's: 90.59 % 
of social workers, 90 % of public relations practitioners and 94 .71 % of social 
workers practising publ ic relations. A s ignifi cant difference in .the degree of 
consensus wos reflected by a p- value of 0.88. Nevertheless, til e nwnerical 
consensus c l ear ly proves the need for incorporat ing publ ic re lat ions int o 
comnunity service. 
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CHAPTER SEVEN 
SUMMARY, CONCLUSIONS AND RECOMMENDATIONS OF THIS RESEARCH 
7.1 SUMMARY OF AIMS 
The specific aims of the study were as follows: 
7.1.1 to inv e stigate the r e lation sh ip between community wo.rk 
and publ ic relat ions along pre - determined I ines of the 
components of a profession, historical deve lopment, 
knowledge bases, values, principl es, et hi cs, ski ll s, 
techniques, tools, aims, functions, programmes, 
marketing, corporate image and communication; 
7.1.2 to examine whether public relat ions strategies and 
techniques could be applied to community work in order to 
e nhance the content of projects and programmes and 
thereby ta add to the body of theory pertaining to 
cammun i ty work; 
7.1.3 to devise a model of public relations within communi ty 
work; 
7.1.4 to apply the public relations model within commllnity work 
to a direct service welfare organisation over a p-eriod of 
one year and to evaluate the results. _ 
In accordance with the aims of the s tudy, I iteratur e concerning 
issues related to public relations, marketing, socia l work, 
cammun i ty 
anthropology 
that publ ic 
work, sociology, pSyCI10 logy , 
and human relat ion s was reviewed. 
communication, 
1 t was as s umed 
relations and community work were comparable 
entities, 
strategies 
the purpose 
and therefore public relations techni(llleS and 
could be included in community work progl' ommes {aI' 
of enhancing project and programme content, and-
increasing the theoretical body of community work th eory. 
7.2 SUMMARY OF MAJOR RESEARCH FINDINGS 
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7.2.1 Values of community work and public relations 
Arising from this study, it was concluded tllat the tWel . 
fields under investigation shared the fol lowin g values: 
* each individual is important 
* democratic society cares for its people 
* citizens share in decision making 
* co-operation and fellowship 
* open mindedness to the opinions of otllers 
* honesty 
* respect of the cl ients right to self determinat ion 
* respect of the inherent worth of man 
* unique approaches for unique nature of man 
* fairness 
* acceptance of the cl ient in total ity 
* non-juo.gemental attitude towards the cl ient 
* individualisation 
* confident ial i ty must be respected and upheld 
* a clear code of ethics (conduc t) needs to be obser'ved. 
7.2.2 Code of ethics for community work and public relations 
Arising from this study, it was concluded that the two 
fields under investigation shared th e opinion that the 
contents of a c ode of ethics should contain th e following: 
* propriety of behaviour 
* competence 
* professional development 
* integrity 
* clients interests are paramount 
* confident ial i ty 
* privacy for the client 
* respect 
* fairness 
* courtesy 
* professional relating to c lients and colleagues 
* maintenance of a good professional reputation 
* no derogatory behaviour towards the clients 
* the best interests of the publ ie are important 
* no falSification of information 
* no mal igning of a colleagues reputat ion 
* creation Of a positive c l imate tor c l ients growth 
* creation oj' (J positive c: imate for ' ()\\11 pr'ofess ional gro \vth 
* keep pr071ines and engagements 
* lise good taste in all program71es. 
7.2.3 Knowledge bases of community work and public . rel~tions 
AriSing from this study, it was concluded tllaC·the two 
fields under invest igat ion shared the follOWing knowledge' 
bases: 
* human development 
* psychology 
* conrnun i ca ti on 
* relationship theory 
" 
• 
* administration 
* technology 
* economics 
* public relations 
* political science 
7.2.4 Tools of community work and public relations 
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Arising from this investigation , it was concluded that 
the two fields under invest igat ion shared th e following 
tools: 
* newspaper articles 
* radio 
* television 
* meet ings 
* exh ibi tions 
* audio-visual assistive devices 
* publ ic speaking 
* minutes 
* annual/bi-ennial reports 
* research reports 
7 . 2 . 5 Goa Iso f c omm u nit y wo r k and pub I i c rei a t ion s 
Arising from this investigation, it was concluded that 
the two fields under invest igat ion shared th e following 
goals: 
* facilitating internal communication sys tems 
* gathering data for effective decision maJcing .. 
* anticipating problems 
* prevention of problems 
* identification of public needs and int erests 
* facilitating effective communication be tween the organisation and 
the publ i c 
* relaying information to the publi c 
* satisfaction of material and non-material needs 
* solving specific problems 
* maintenance of internal stability 
7.2.6 Techniques of communi ty work and publ ic relilt ions 
Arising from this investigation , it . wa s con c luded that the 
two fields under 
techniques in common: 
* statistical analysiS 
* evaluat ion 
* planning 
* programning 
* communication 
* educat ion 
* or'gan i sa,t ion 
* co- operation 
c:() /l tensus 
invest igat ion had the f 0 I low i ng 
* discussions 
* negot iat ions 
* changing the environment 
* direct ly influencing others thin/cing 
* directly influencing decis ion making 
* consulting professionally. 
7.2.7 Methods of community work and public relations 
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Arising 
t he two 
from this inve s t igat ion, it 
fi e lds under inves t igat ion 
was 
ha d 
concluded that 
th e {allowing 
me thods in common: 
* mass organisation 
* fa c t finding 
* analysis 
* evaluat ion 
* planning 
* mee ting procedures and prac tices 
* conferences 
* committee procedures and practices 
* nego tiation 
* fonnal written communication 
* int erviews 
* budgeting 
* administration 
* progranmes 
* recording data 
* fonnal oral communication. 
7.2.8 Place and function of public relation s in communit y work 
Arising from this study, it was co nclud ed that bo th 
community workers and public re lation s 
identified th e need for mor e pub li c 
prac tit i oners 
relations in 
commun i ty work. 
leve ls : 
They s har ed opinions on t he {a llowing 
* s pec ifi c processes are followed in exercis ing the ir {ield 
* ac tivities must be well planned 
* their field deals with /uunan behaviow' 
* interact ion and relat ionship .bui lding are important 
* organisational systems exist 
* target sys t ems exist 
* spec ified goals and object ives are followed 
* team work i s essential 
* worlc talces place within a s truc tural cont ex t 
* the organisation is advantaged by the ir endeavours 
* welfare organisat ions need publ ic r e lat ions progral1mes 
* organ i so t ions need commun i t y \\Xlr/c progrOlrmes 
* non-prof it organ i so ti ons need effec t ive commun i ca ti on po I i c i es 
* publi c relations has a rol e to play in communit y ""uric. 
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7.2.9 Comparability of the functions of community work and 
public relations 
Arising from this study, it was ascertained that of the 
11 catagories stipulated regard ing the functions of the 
two fields under investigation, onl y one was i den tified 
as being highly significant to both fields i. e . the 
development of public participation. The thir d grou p of 
respondents, namely; the social workers practicing 
publ ic relat ions, named 10 of th ese funct ion s in common, 
being thus indicative of the commonalities at this lev e l. 
The following funct ions were id ent ified by lIlis group as 
f 0 I lows: 
* improving inter-organisational relationships 
* organi sation of community support 
* resource development 
* development of publ ic participation 
* determin ing publ ic opin ion 
* correcting public misconcep tions 
* practice of community relations 
* image-deve lopment of the organisation 
* campaign organisation 
* fundraising. 
7.2.10 Comparability of the elements of programmes of community 
work and public relations 
Arising from this study, it was co ncluded that the two 
fields under invest igat ion pres e nt ed virtually ident ical 
elements incorporated into their programmes . 
elements were identified as follow s : 
* rationalisation 
* clearly stipulated aims 
* detailed objectives 
* work methods and procedures 
* staff hierachies 
* organograms 
* organ i so t ions su i tab iIi ty for the programme 
* budgets 
* evaluat ion. 
The 
The third group of respondent s, nam e ly social workers practising 
publ ic relat ions, supported all th ese categories 
repl ies, and also included the c at egory of tim e sC /l edu le s 
thereby unanimously adopting all the stipulated categories as 
being an integral. part of their programme s . 
. . 
-...... 
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7.2.11 Comparability of the aspects of community. work and 
public relations programmes 
Arising from this study, it was plain to th e researche.' 
that community workers could learn a great deal from 
publ ic relat ions pract it ioners, and programmes could be 
greatly enhanced by including po s itive aspects into 
programmes for direct service welfare organisations. 
The aspects that were recognised as being of equal 
importance to both fields under invest igot i on were as 
fo I lows: 
* developnent of staff attitudes tov-urds cl ients 
* plan for specific actions 
* evaluation. 
The third group of respondents, nam e ly; social wor/{ers 
practising public relations , were unanimou s in th ei ., 
support of all 18 categories stipulated, th e .'emaining 
15 being as fOllows: 
* emphasis on marketing and selling services 
* inclusion of a communication strategy 
* media selection 
* effectivity of diagrams 
* allowance for corporate emblems 
* allowance for corporate apparrel 
* corporate identification 
* attention to structure of the building housing the organisation 
* corporate identity of all staff 
* staff public communication programme 
* furnishings and image of offices 
* outward appearance of the bui lding 
* developnent of staff attitudes tov-urds c lients 
* research 
* measurement of results. 
7.2.12 Opinions on public relations strategies for direct 
service welfare organisations 
The research undertaken has shown that publi c relation s 
strategies could enhance the community work programme s 
of direct service welfare organisations in r'e spect of 
programme content, creat ing commun it Y nwareness, 
improving staff at t i tudes t o the publ ic s be ing served . 
improving the image of the welfare organisation, and th e 
development of th e skills of the community wO I'ke r. 
. , . 
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7.3 CONCLUS IONS 
7.3. 1 ~T~h~e~~r~e~l~a~t~i~o~n~s~h~i~p __ ~b~e~t~w~e~e~n~~c~o~m~m~u~n~i~t~y ___ w~o~r~k~-=a~n~d~~p~u~b~l~i~c 
relations 
7.3.1.1 Components of a profession 
A profession constitutes having definite goals ill order 
to fulfill specific needs, possesses a specific body of 
theory, has a degree of autonomy in its j'ield of 
speciality, utilises specific skills. maintains a 
degree of accountability, requires specific tr' aining, 
uses a particular frame of language, "pholds a 
professional identity , relies upon a continually 
growing body of literature to impr'ove it s content, 
carries elitism and involves monetary and 11Onour'ary 
awards. 
Social work and public relations both subscribe to, and 
fulfill, this definition of a profession. 
7.3.1.2 Historical development 
A profession as it stands today cannot be fully 
comprehended until one investigates its historical 
development. This added perspective enhances the 
abil ity to identify future trends. 
There has been a distinct parallel historical 
deve 1 opmen t be tween commun i ty work and pub 1 i c r' e 1 a t ions 
as we understand it today. The two fielcls have 
co-existed and enhanced 
frequent ly in history e.g. 
one anothers 
the beginning of 
p·otentia .l 
the fir's t 
community chest was 
upon the methods 
a commun i ty work even t ye t re 1 i ed 
of public relations to gain 
recognition and effectivity. 
7.3.1.3 Knowledge bases 
In order to practise far - r'eaching com/minity wor'/c , the 
practitioner needs to be cr'eative and .Lnnovotive whilst 
applying the broad base of knowledge in everyday 
practice from other disciplines. The knowl edf}e bases 
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being uti I ised in the pract ice o[ ,communi ty wOI'k c ome 
from psychology, human relations, sociology, 
communication, anthropology, welfare policies and 
structures, political science and group dynamics, 
Public relations draws upon the majorit y o[ these 
knowledge bases, making the foundat ions for sound 
practice similar. Furthermore, publ ic relations draws 
upon the knowledge bases of marketing, business , 
economics, publ ic relat ions and administrat ion. These 
added d imens ions make pub Ii c re I a t ions dynam i c, 
inventive and expansive. 
7.3.1.4 Values, principles and ethics 
In order to practice a profession responsibly whilst 
remaining accountable to the public, it hecomes 
necessary to adopt values, principles and ethics in 
demarkating the parameters of unprofessional conduct. 
Values are standards against which measurement s can be 
made to determine factors such as appropriate versus 
inappropriate, and involve commitments to something or 
someone other than ourselves. 
Principles reflect a set of moral rules that refle'ct 
personal and professional integrity . Values ond 
principles flow naturally into a code of ethics or 
conduct, which will govern adherents to their work and 
set the stage for a reprimand [ollowing improper 
conduc t. 
The fields of community work and public rela/iolls s/lare 
similar ethics, values and principles. These ethics 
concentrate upon elements such as honesty, [air play , 
integri ty, empathy, co-operat ion, respect for the 
cl ients right to self determinat ion and commi (ments, 
Areas emphasised 
code of" ethics 
employing body, 
by public relations practition e l's 
were commi tm en ts and loyal ty to 
maintenance of the image o[ 
ina 
the 
the 
. .. .: .. 
" 
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profession, maintenance of a good personal reputation, 
fair dealings with all people and the irnportal}Ce of _ 
publ ic interests . 
7.3. 1 . 5 Sk i I Is 
Skills are specific attributes that are - required to 
perform effectively. It is Imowledge combined with a 
readiness and a dexterity for implementation, and each 
profession requires its own set of specific skil Is. 
The fields of community work and public relations share 
the bulk of their skills in relation to communication. 
needs assessment, relationship building . data 
collection, analysis and evaluation. 
However, publ ic relat ions makes use of a spectrum of 
skills unchartered by community work. These skills 
relate to marketing services and organisations. 
7.3.1 . 6 Techniques/Methods 
Techniques or methods are the act ions undertaken to 
accomplish aims, and successful application will depend 
upon the skills and knowledge utilised as a foundation 
from which to render services. 
Techniques common to both community work - and publ(c 
relations include small talk, encouragement for 
expression, 
communication, 
evaluation , 
organisation, 
planning, programming, --
co-operation, con~fensus 
discussions, negotiations, changing the e/ni ir'onment-, 
influencing others thinking, directly i-n[lu(mc-ing 
decision making, mass organisafion, fact [inding, 
analysis, evaluation, meeting procedures and pract'ices, 
conferences, interviews, budgeting, admin i s t ra t io-n, -· 
programmes and recording data, 
Public relations incorporates a range of tecl.niques and 
methods not acknowledged by social workers - ye t [ully 
supporte-d by social workers practising publi c 
relations. These include market re se arch, advertising 
: :" 
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techniques, media selection, train ing ' . of c n en.t ; 
systems, management of projects, 
communication aimed at the general 
image development, 
public, influencing 
public opinion, operational administration, integration 
into a management team, exerting authority and 
consul tat ions. 
7.3.1.7 Tools 
are the medium used to 
are the central core of 
The tools of professions 
ochieving an end. They 
pract ical appl icat ion, and can be put into effect after 
the principles, methods and techniques of service 
rendering are internalised. 
The tools of communi ty work and publ ic relat ions have 
exhibited many similarities, and include the use of 
newspaper articles, trade magazines, radio, television 
(of late), meetings, exhibitions, audio visual aids, 
publ ic speaking, minutes, annual reports and research 
reports. 
Public relations makes 
as press conferences, 
photographs, feature 
use of several more 
publ ic announcements, 
stories, general 
tools such 
publicity 
magazines, 
advertising, open houses, tours, social engagements, 
part icipat ion in fi Ims, and duty sheets. All the 
social workers practising public relations submitted 
tha t they made extensive use of all these .publ ic. 
relations tools. 
7.3.1.8 Aims/Goals 
" Aims and goals form the basis for all plans of action.,. 
and are the desired outcome of service rendering. They 
represent targets, and their accomplishment heralds 
product ivi ty. 
Commun i ty work and pub I i c relations share many giJals, .. 
and include facilitating effect ive internal 
, 
communico't ion systems, gathering data for effect ive 
decision making, anticipating problems, prevent ing 
~ ;:. ';';'-, . 
.... '-
".'-
• 
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problems, identifying needs and interests, facil itating 
effect ive communicat ion between the organisat ion and 
the public, resolving specific problems, unlo~king 
problem solving capacities, and maintaining internal 
stabil ity of projects and the organisation. 
The goals of public relations are somewhat brooder and 
include improving labour relations, getting employees 
to identify with the organisation, guiding management 
to their social responsibility, identifying and then 
changing public opinion, doing away with 
misunderstandings, conveying a positive organisational 
image to the publ ic, being a bridge between the 
organisation and the public, resolving conflict between 
the organisation and 
moral and financial 
the publ ic, giving and obtaining 
support, fostering collaborative 
attitudes, and promo t i ng a corporate social 
respons i b iii ty. 
7.3.1.9 The Place and Function of public relations in community 
work 
Wi th reference to the 
relations within the 
findings of this study 
that both community 
place 
context 
pointed 
workers 
and function 
of community 
conclusively 
and pub 1 i c 
of pub 1 i c 
work, the 
to the fact 
relations 
pract i t ioners have ident ified the need for the use of " 
public relations in community work. Despite "the " fact 
that there is a difference in the areas of orientation, 
motive, emphasis and marketing, this realm has been 
establ ished and has opened up a vista "' of n"ew " 
possibil ities. 
The presentation of the services of 
organisation requires social workers to 
publ ic relat ions ski lis of presentat ion, " 
developing publ ic relations programmes 
a we 1 fa re 
develop the 
pi ann ing and 
in .order to 
enable organisations to relate or p"re se nt their 
services, successes and needs to the "communi ty, in ways 
that wi 1'(' create publ ic awarenes s, understanding and 
commi tments. 
. ' 
7.3.1.10 
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In the following instances, these functions of public 
relations can be incorporated into the functions of 
community work smoothly, and enhance the c ont ent of 
theory and programmes viz. util ising strategies of 
marketing and communication, being the bridg e between . 
the organisation and the community, changing opinions ' 
and images purposefully to achieve goals, emphasising 
the importance of the group in addi t ion to the 
individual, developing a management phi losophy in the 
approach to projects , developing market founded 
functions, developing a profit orientation in order to 
finance further programmes , improving the imag e of the 
welfare organisation, and expounding the s co pe of 
training to equip community workers with the skills 
needed to successfully market their organisation s . 
We I fare organ i sa t ions requ i re 
pol icies in order to present 
to the public. To achieve 
effec tive communication 
community work prog rammes 
this end , the role that 
public relations has to play needs to be recognised and 
internal ised. This role refers to ident ifying opinion 
leaders, involving them by st imulat ing their 
part icipat ion in educat ive campaigns, provid,ing a flow 
of communication , mobilising communities to active 
part iCipat ion, acknowledging publ i c sources of thei.r 
support, projecting a positive organisational image, 
creat ing an environment condus ive to support of 
services, providing feedback, relating an organis'ation 
to the community and financi·al support. 
Programmes 
., 
A programme refers to a series of plarined activlties or 
events that are drafted in a document wi th in the 
abilities and the con s titution of organisations. The 
challenges facing welfare organisations in the future 
demand that these abi lit ies be stret c hed to accomlOdat e .. 
a broader spectrum of issues within ,ever - in c rea s ing 
financial cut backs of government sp e nding. 
, 
.' 
.- '- ' .. 
In order to effect ively implement a 
community worker requires the knowledge 
1 71 
programm.e, a . 
and ability to 
develop a combined public relations and community work 
programme for every working area. This necessitates one 
becoming fully acquainted wi th the elements and aspects 
of public relations programmes in addition to being 
fully conversant with the theory of community work 
programmes. 
Effective community work programmes incorporating public 
relations programmes require a clear mission statement 
which wi II mot ivate volunteers and staff, and wi II 
ensure understanding and support from the publ ic to 
ensure its success. Programmes should be innovat ive, 
mechanisms for expanding service, and should contain a 
strong and professional marketing component which can be 
obtained from the theory of public relations. 
Elements and aspects of community work programmes which 
could benefit from public relations would be the 
incorporating of detailed time schedules, and emphasis 
on market ing and "sell ing" services, incorporat ion of 
effective communication strategies, media selection, 
diagrammes, corporate emblems and apparrel, cOI' porate 
identification, attention to the building structures and 
utilisation thereof, a public communication programme, 
furnishings and image of the bui ldings ins ide and out, 
and the development of positive staff attitudes towards 
cl ients . The inclus ion of these publ ic r e lat ions 
elements into a community work programme for the welfare 
organisation will go a long way in enhancing··· the~. 
'" . 
reciprocally positive environmental effects of ' a 
pos i t ive cl imate for the growth of community workers, 
general staff, clients, management and potential 
sponsors. 
7.3.1.11 Marketing, Corporate image and communication 
Marketing a non-profit organisation requires analysis, 
" .. 
implemen~ation and control of careful ly formulated 
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programmes which are designed to project what the 
organisat ion is offering in terms of services to the 
community in order to accomplish its mission cost 
effectively. Markets would be sponsors, subsidy 
holders and resource systems. 
Facets of marke t ing incorporated wi th i n pub I i c 
relations include research, merchandising 
(presentation), advertising, promoting and 
communicat ion. Market ing in terms of community work 
programmes 
presenting 
involves research into the 
the programme to its best 
needs, 
advantage 
(merchandising ), attracting attention and curiosity 
(advertising), promoting services e.g. exhibitions in 
a Nat ional week for the Bl ind, and woven throughout 
should be effective communications policies. Growth 
and development of services need to be based upon 
meet ing the needs of the consumer, or cl ient system. 
Consequently, organisational structures need to be 
sound, strong and dependable, and publicity drives 
need to be profess ional, stress ing accountabi 1 i ty. 
Professional services, including community work 
services , need to be ski lfully marketed to maintain 
continued service to mankind. 
A corporate image for a welfare organisation has 
become essent ial, and refers to the total picture tha ,i 
the organisation presents to sponsors, cl ients and 
resources. The way in which this is projected ,forms 
one of the functions of both public relations and , 
community work within the setting of a welf-are 
organisation ma rke t i ng its services. Marketing 
objectives related to enhancing the corporate image of 
welfare organisations are educating to create 
awareness, addressing relevant issues, image building 
based upon performance of services, affecting 
attitudes to overcome prejudices, promotin g ' loyalty 
amongst staff and improving programme content. 
, 
Closely '~elated to corporate image are corporate 
, . 
,-
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values that, if applied in the welfare organisation 
set t i ng , wi I I 
i.e. loyalty 
enhance input and productivity levels · 
to employing body (organisat ion), hard 
work to accomplish goals, and commit~ent. 
In order to market an organisation , and project · a 
positive corporate image and identity, communication 
within the context of community work and public 
relations needs to be addressed. It becomes necessary 
to investigate a marketing-communication strategy for 
the welfare organisation. Marketing-communication 
presents a comprehensive and integrated set of stimuli 
to the target audience in order to elicit a response, 
which will, in turn, lead to 
This strategy must convey 
organisation accurately and 
complement the mediums selected. 
do this would be effective 
attainment 
the image 
pos i t ively, 
of goals. 
of the 
and must 
Skills required to 
and confident public 
speaking, creative writing, reading and the talent to 
listen recept ively to needs and feedback, and then to 
act accordingly. 
7.3.2 The application of public relations strategies and 
techniques to community work 
In order to deal with the future trends of social work in 
South Africa, teachers and pract it ioners wi II have to 
look at alternative approaches to deal with community 
needs on large scales. The. need to incorporate publ ic 
relations strategies into the functioning · of direct 
service welfare organisations has been identified by 
social workers in order to meet rising demands o~ limited 
" existing resources, and eliciting public support for the · 
development of future resources such as finance and 
manpower. ".' 
It is a fact that welfare organisations do not a I I 
project good pub I i c images, which is damaging when the 
time comes to have to market themselves and their 
, 
programmes': 
organisations 
People tend 
that uphold a 
to identify better 
strong and positive 
wi th 
image 
. -
~. ,'. 
II . . . .:..: .. ... . 
",. 
174 
e.g. the child welfare movement. This very movement has 
exhibited extensive use of public relations strategies in 
their projects such as Red Nose day. All welfare 
organisations will, and must, derive benefit from 
utilising the public relations theory and practice in 
their service rendering. 
Presently, community workers are not adequately equipped 
to apply publ ic reiat ions strategies and techniques to 
their community work projects, just as public relations 
pract i t ioners are not equipped to do professional 
community work. The answer lies in suitable training for 
community workers. Social workers have expressed the 
need to become acquainted with public relations theory in 
order to implement an effective public relations and 
marketing-communication strategy in their service 
rendering. It has become necessary to incorporate public 
relations . in community work services. This will lead to 
enhanced image development of the direct service welfare 
organisations, which in turn, should have the positive 
effect of reciprocity i.e. the more staff identify with 
an organisation the harder they will work to maintain its 
status and the betterment of the clients situation will 
be attained. 
7.3.3 A model of the Public Relations· within Community Work 
Based upon the knowledge obtained whilst researching the 
contents of th is report, the researcher devised ·o . mode I 
of applying publ ic relations within community work . an,d · 
the service rendering of a direct service we·lfC!!"e 
organisation (Appendixes E and F). . 
The model devised centred around the community work 
programme. The four relevant elements of the model were 
the community worker, the supervisor, the target system 
and the client system. These four elements ·received 
equal attention on an input and output basis. 
, 
.. 
• 
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7.3.3.1 Supervisor 
The supervisor represents management, and has a l(e.y 
role to play in co-ordinating the implementation of 
public relations strategies to community work theories. 
The funct ions here would include guidance, I inking the . 
community worker to resources, assisting and 
professionally atilvising where possible, mediating at 
executive level, and being a spokesperson if required. 
7.3.3.2 Community Worker 
After becoming conversant wi th pub I i c relations 
strategies, the community worker would fulfill his/her 
functions by identifying the problem areas, researching 
and planning the action required, devising an effective 
programme to meet the needs, eliciting organisational 
support via the supervisor, mobilising participation of 
the community and other staff if need be, motivating 
and educating active participants, making full and 
educated use of advanced administrative techniques and 
technological equipment i.e. computer, and endorsing a 
volunteer sub-programme to ensure continuity. In order 
to effect this, the community worker would make use of 
public relations in respect of planning and 
implementing marketing-communications strategies, 
advertising, organising publicity stunts and campaigns 
to attract attention and glean support. Resource 
development would be crucial, and attent ion would be 
paid to enhancing the image of the organisation through 
effective and professional upgrading of servic·e 
rendering. 
. ; 
7.3.3.3 Client system 
This refers to the benefitting community the 
recipients of service rendering. The community work 
.. 
programme would include involvement of the ·cl ieht 
system at all levels, which would lead to increased 
self-worth and more active participation. The client ·· 
system 'fould become its own helping system which would 
.. 
al ;gn it to the professional helping system. Autonomy 
could them be attained through the establ ishment of 
self help situations. 
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7.3.3.4 Target system 
The target system would be the broader · community tho·t 
would need to be approached in order to support · the 
programme , thereby supporting the orgonisation. Where 
possible, their participat ion would be encouraged, but 
at all stages, they would be educated and made more 
aware of community issues and would be taught about the 
services of the organisation. The emphasis here would 
be one of market ing and obta in ing support in the form 
of finance, facilities or manpower. 
7.3.4 . Presentat ion of a 
Programme and model 
Public Relations/Community 
as successfully appl ied to a 
Work 
Direct 
Service Welfare Organisation in Port Elizabeth during the 
Financial Year 1 April, 1989 to 31st March, 1990. 
This wi II be a summarised presentat ion of the pract ical 
public relations and community work model that was 
implemented during the 1989/90 financial year at a Direct 
Service Welfare Organisat ion in Port EI izabeth. The model 
was a direct result of the literature study of this thesis 
over a period of four years, combined wi th the resul ts of 
the pilot studies and later confirmed by the results of 
the actual questionnaires that were returned. (See 
Appendixes El - E8) . 
7.3 . 4. ·1 Problems Identified in the Direct Service Welfare-
Organisation 
The problems that were ident ified, and subsequent.ly 
addressed, were as follows: 
* weak corporate image to the public and lack of emotional appeal 
for fund-raising 
* umloHvat~tL . staff members exhibiting no " loyal tyto the 
organisation and its projects 
* outdated and ineffectual constitution 
* uni nfdrma! and unenl ightened members in the execut ive comni !tee 
in · positions of decision making 
* lack of adequate staff structures and infra structures 
* unclear or non-existant job descriptions 
* lack of effective administrative equipment and the qualified 
people to operate them 
* unpleasant attitudes of staff in front desk situations which 
was carried over to the client system and the general public 
* laclc of.£! ient involvement in comnunity m:>rk projects and 
decision making 
* piecemeal approach to comnunity m:>rk projects 
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* lack of unity of purpose amongst staff members 
* charity oriented mentality was predominant instead of combining 
charity with a professional business approach 
* lack of innovative ideas with an abundance of Devi Is advocates'. 
The researcher arranged a meeting with the newly 
elected chairman and vice chairlady of the organisation 
and discussed the problem areas wi th them. 
Fortunately, they were enlightened people who 
recognised the need to change the philosophy and 
approach Of the organisation. Prior to the election of 
office bearers and executive comittee members, the 
cl ient system had been approached and educated in the 
importance of involvement at the decision making level. 
This ensured that a fully balanced committee was 
elected, fully representat ive of the cl ient system as 
well as the professionals to guide them. 
Each of the problems investigated were addressed. 
7.3.4.1.1 Corporate Image 
The building housing the organisation was analysed 
for more effect ive ut i I isat ion. Staff member s were 
moved into more logical working areas, and seve ral 
new offices 
enclosing 
partitions. 
were 
verandas 
created 
and 
cost effec.tively 
bui Iding sound-proo-f 
Sponsorships were specifically obtained 
for an extensive renovation programme inside and out. 
The bui lding was repainted in cream and whete, and 
prominant name boards were erected. An open day to 
sponsors and the public was held to show the new look 
association to its fullest advantage. Several 
." substant ial donat ions were subsequent ly forthcoming 
as it is human nature to want to support a "winning 
team . No person enjoys "throwing good money after 
bad. " 
A colour scheme of cream and green was decided upon 
due to its soothing propert ies, and attractive 
furnitutk and plants were obtained to enhance the 
working environment . Corporate apparel was acquired 
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for staff to inst ill a sense of price and belonging. 
Attitudes improved visibly, and staff began to take 
pride in their new roles and environment. Output of 
work increased, a sense of belonging and loyalty to 
the organisation developed, donations increased by 
R7 259.00, income in general increased by R89 2 75 . 00 , 
and according to the overall balance sheet , the 
society was worth R179 349 . 00 more than the preceding 
year (Appendix E8). 
7.3.4.1.2 Administrative developments 
Attention was paid 
within this period. 
post for a director 
to developing a 
(Append i x E1). 
being created 
s taft 
This 
to see 
hierachy 
led to a 
tot he 
extensive changes that were being implemented. Job 
descript ions were presented to staff at all levels 
where previously none existed. (Appendix E2) . 
Conditions of employment were revised and updated, 
and together with job descript ions, oa t lIS of 
confident ial i ty and a new consititution were 
presented to staff members (Appendixes E3, E4, E5 and 
E6) . 
Oft i ce equipment was upgraded to advance the 
organisation technologically and to deal with the 
increased output Of work. Equipment ~urchased 
included a computer, a word processor, a facsimi I e 
machine, a gemini telephone system with an updated 
switchboard, and a telephone call monitor to limit 
expensive trunk calls and excessive private calls. 
This enabled output of work to increase greatly, and 
the qual i ty of reports and presentat itns impro"ed 
proport ionately. The computer was used to do the 
organisations first bi-ennial report (Appendix E7). 
7.3.4,1.3 Staff development 
Attention was paid to staff development through the 
holding of staff meetings once per month, individual 
weekly ~Lpervision sessions with the Director, annual 
staff evaluations to discuss areas of improvement 
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that had been accomplished or still requir ed 
attention, and personal gentle reminder s of the 
importance of deal ing with the pu b l ic and . th e cl ient 
system in general. Name badges were made for all 
staff which eas i ly ident ified them to the public , and 
titles were placed on office door s to profes sionalise 
the associat ion. 
An in-and-out 
staff members 
board was erected to indicat e wh e ther 
were on the prem i s e s or no t, and an ou t 
register had 
staff knew at 
to be signed so that the front desk 
all tim e s where staff had gone to if 
they were not on the premises. This had th e two 
prortged effect of control and a c countability for time 
spent away from the organisation . 
7.3.4.1.4 Community service 
Co-ordination now occurred · on all community work 
projects as all the social worker s had to function in 
committee to ensure that all their client systems 
were actively involved in projects . Other memb er s of 
staff were also involved which heighten ed th e ir 
identification with the organisation and l ed to 
extension of services, 
An honours board was erected to li s t all 
sponshorships of over Rl 000.00 , 
responded favourab ly as it became 
advertising for the larger companies. 
and · 
a 
s p onsors 
form of 
It would also 
serve as a memorial of gratitude to generous s ponsors 
and bequests. 
·A bulletin board was erected in the waiting room 
which was utilised to enhan c e community awaren es s of 
ongoing projects, future proje c ts and past succ es s e s . 
It was also ut i I ised to educate th e c l i ent s and 
public alike about relevant matters e.g. the dang e rs 
Of using ear buds. , 
.' 
. , ' -
" .. 
. -
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Publicity and assertive fund raising campa "igns were 
launched with regular articles of relevance appearing 
in local newspapers. The first large scale bazaar 
was held opposite the organisation to make the 
community I iving in that area more aware of their 
existance. 
The content of a bi-annual newsletter was updat ed and 
professional ised 
organisation and 
rendering. 
to enhance 
to accurately 
the image 
report about 
of the 
service 
Combined projects were encouraged e.g. clothing 
drives, exhibitions, displays , sale of Christmas 
cards and educat ional hoi iday projects for the 
children returning from boarding schools. 
A fully integrated preschool for hearing impaired and 
language delayed children was started in a building 
that was purchased through a generous bequest and the 
settlement of a trust. The salary of the teach e r was 
supported for a full year by the ch i ldrens 
foundation, which is then renewed from year to year. 
At the end of the 
contents of the 
period of evaluation, and from the 
annual financial statements of 
1989/1990 , it can be clearly seen that service 
rendering expanded , content of programmes developed 
to address needs, corporate image and the market ing 
of services was effectively enhanced and achieved, 
the tools and methods of public relations were 
effect ively appl ied 
being rendered by 
to the 
a 
.. 
community work services 
direct service welfare 
organisation, and the needs af the client system were 
professionally and systematically addressed. 
7.3.4.2 Summary of results of the model adopted 
* the absentee rate of staff members dropped dramatically as 
more professional systems had been introduced , and the work was 
more directive and fulfilling, 
. , .... 
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* the image of this direct service welfare organisation was 
improved in that many more people in the community have become 
aware of its existance and the high quality variety of services 
tha tit renders, 
* volunteer recruitment, selection, orientation and training have 
become an intcgral part of this organisation"s operation, 
* the .' " financial situation has improved greatly thereby 
faCilitating extent ions of existing services and the creation 
of others e.g. a multi-racial pre-school for the special 
children that need this intensive type of teaching, 
* staff members appear smart, well groomed, elegant and 
mot iva ted at all times, 
• there ' is "cl ient" representat ion on execut ive level and 
subsequently, active community support and partiCipation have 
risen sharply, 
* professional letters and appeals are reaching cl ients and the 
community alike improving all community relations considerably, 
* sign language is being taught to a variety of community 
resources and other sectors of the community to enhance their 
awareness and to educate them in understanding the communication 
of the deaf thereby increasing employment opportunities, health 
care, vocational guidance and educational opportunities, 
* the number of staff members employed has risen by 43.75 % from 
seven people in 1987 to sixteen people in 1990, thereby 
effectively increasing service rendering to the community 
proport ionally, 
* services now .being professionally rendered are as follows: 
- four social work posts instead of three 
- trainee acoustician doing professional hearing aid evaluations 
backed up by very experienced volunteers who have been 
rendering this service for many years 
- pre-school teaching service 
- arts and crafts courses with diplomas issued to 100 unemployed 
people per year (clients or their members of family) 
- canework and furniture restoration courses with diplomas 
issued to 50 unemployed people per year (clients or their 
members of fami Iy) 
- workshops offering employment to 15 to 20 people per year 
repairing gloves on a contract basis (people that have been 
trained are then offered this opportunity) 
- fundraising projects with a project officer doing the 
planning and administrative duties in her department ' 
- community awareness projects i.e. secondhand clothing drive; 
exhibi t ions at major shopping centres .' 
- educational holiday projects for the school children that have 
been away at the special schools through the country 
--
- recreational clubs for the adult clients of all races. 
7.3.4.3 Conclusion of Model adopted 
The application of this model has effectively led to 
enhanced professional service rendering in a direct 
service welfare organisation by means of effectively 
applying the principes of communi ty work combined wi.th 
methods, prihciples and techniques found in the publ ic 
relat ions field. Effect ive market ing of services has 
. .... 
... .... 
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taken place which in fact underl ines the fact that 
despi te the Government"s pol icies to cut back, direct 
service welfare organisations CAN survive and indeed 
flourish for the benefit of the communities that they 
serve. This is thus a workable broad based model of a 
"new" welfare organisation within the context of a 
"new South Africa." 
7.4 AREAS FOR FUTURE RESEARCH 
7.4.1 Where and how to incorporate functions of public 
relations into community work. 
7.4.2 The ways and means of carrying out the more adventurous 
methods of public relations within a community work 
programme. 
7.4.3 Measurement of the effectivity of utilising public 
relations in community work in terms other than money 
needs to be investigated. 
In the final analysis, the responsibility towards 
accountabil ity I ies in the hands of the individual. With 
looming rationalisation and privatisation, it i s vital 
that social workers equip themselves with the tools 
necessary for market ing their services, their programmes 
and their organisations. The community work method 
remains the most relevant and far reaching way of 
applying new skills and techniques that can be taught by 
incorporating public relations into the curriculum. 
7.5 RECOMMENDATIONS 
7 .5 .1 The Relationship between Community Work and Public 
Relations 
7.5.1.1 Profession 
It is recommended that: 
( i ) so dIU I wo r k and pub I i c reI a t ion s beg ran ted f u I L. 
professional status, 
. . ' 
. ~.-
, .. , 
(ii) Social workers internalise the attributes of 
a profession to enhance their professional 
status and to increase their qual i ty of output 
of services. 
7.5.1.2 Historical development 
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In order to fully comprehend the symbiotic relationship 
which could exist between community work and publ ic 
relations. it is recommended that: 
(i) schools of social work make students aware of 
the historical similarities between community 
work and public relations. 
(ii) Welfare organisations become acquainted with 
instances in history where public relations 
has been used in promoting the aims of community 
work. 
(iii) Social workers incorporate publ ic relations 
methods in their approach to community work in the 
present and the future. based upon past evidence 
of effect ivi ty. 
7.5.1.3 Knowledge bases 
It is recommended that: 
(i) Schools of social work incorporate these 
'.-
additional knowledge bases into the broader sq.ciar ' ' .. 
work and the specific community work syllabuses. 
(ii) Community workers in the field be provided with 
the essence of these additional knowledge bajes in 
order to enhance their performance. 
(iii) Welfare organisations accept the challenge to be ' 
faced in a post-apartheid South Africa by drawing 
.' upon the expertise of public relations 
practitioners to expand their knowledge base and 
achieve wider goals. 
7.5.1.4 Values. Principles and Ethics 
It is recommended t ha t: 
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(i) Social workers subscribe to a legislated code of " 
ethics. 
(ii) Social workers attach greater professional 
importance to their commitments and loyalty to 
their employing body. 
(iii) Schools of social work emphasise the importance of 
maintenance of a sound personal and professional 
image. ' 
(iv) The values and principles embodied in a code of 
ethics be applied in the community work setting to 
enhance goal attainment and to improve the 
professional image of the practitioner. 
7. 5 . 1 . 5 Sk i I I s 
1t is recommended that: 
(i) Schools of social work extend their community work 
syllabuses to incorporate the skills required to 
do effective marketing of projects, programmes and 
organ i sa t ions. 
(ii) The management of welfare organisations ensure 
that their practitioners are skill.ed _ in the arts 
of wri t ing creat ively and determindly persuading 
the cl ient system to progress. 
(iii) Seminars be held for practitioners in the field to 
equip them with the skills of tact, leadersh-ip and 
team spirit. 
(iv) School s of soc ial work provide an economic and 
administrat ive course to equip students in the 
skills of business and financial acumen. 
7.5.1.6 Techniques/Methods 
In the I ight of the new accountabi Ii ty 
., 
era in social 
work, and the emphasis turning from a basic casewor7( ' 
pract ice towards compet itive market ing of community 
work projects and programmes. it is recommended that: 
(i) Schools of social work incorporate the theory and 
practice of marketing techniques, image 
development, communication aimed at the broader 
publ id -and team work sess ions into the commun i ty 
work syll abus. 
." -~ -
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(ii) Welfare organisations arrange training for their 
management and staff thraugh National Councils and 
schools of social work to accommodate these "new" 
techniques and methods for effective application. 
7.5.1.7 Tools 
It is recommended t ha t : 
(i) The additional tools of public relations be 
incorporated into the theory and practise of 
community work in order to broaden the base of 
existing available mediums. 
(ii) Schools of social work train students to apply the 
wider range of tools in exercising the community 
work method. 
(iii) Practitioners in the field should receive input 
through the medium of seminars on how to fully 
utilise the broader base of public relations tools 
now available to them. 
7.5.1.B Aims/Goals 
In order to meet the challenges of a new post-apartheid 
South Africa, community work will have to assume a 
greater role in the development of the profession. 
Social workers will have to market their services and 
organisations aggressively in order to obtain the 
necessary funding, and reach tlile larger masses at the 
grass roots level of development. Consequently, their 
goals should be broadened proportionately. It is 
recommended that: 
(i) Welfare organisations reformulate their programmes 
to contain a strong element of the goals of public 
( i i ) 
relations in order 
Schools of social 
,. 
to meet future needs. 
work adopt the goa I s of publ ic 
relations into the community work theory and 
practice for students. 
(iii) Practitioners in the field be updated on their 
future role by means of seminars reflect ing the 
scope of the broader goals of public relations. 
, 
.. 
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7.5.1.9 The Place ahd Function of Public Relations in Communi{y 
Work 
7.5.1.10 
1 tis recommended t ha t : 
(i) Public relations theory be incorporated into 
community work theory at an under-graduate and 
post-graduate level. 
(ii) Courses in the functions of public relations be 
presented 
upgrade 
to community workers in 
their theoretical input 
practical output. 
the field to 
and their 
(iii) Management in welfare organisations be made aware 
of the vital role that public relations /las to 
play in the presentat ion and content of their 
service rendering. 
Programmes 
It is recommended that: 
(i) Welfare organisations include elements and aspects 
of public relations programmes into their 
professional programmes. 
(ii) Seminars be held for practitioners in th e field on 
the value of extending the components of programmes 
to welfare organisations. 
(iii) These areas be incorporated in the theory of 
community work at under-graduate and post - graduate 
levels. 
7.5.1.11 Marketing, Corporate Image and Communication 
1 tis recommended t ha t : 
(i) The management of welfare organisations recognise 
the need for, and incorporate into their 
programmes, elements of corporat"e image and 
marketing-communication strategies. 
(ii) Schools of social work train their students, at 
under-gradua t e and pos t -gradua tel eve Is, in the 
theory . of developing and enhancing corporate 
image and marketing-communication strategies. 
(iii) Special attention should be paid to the s kills 
reqJuired to successfully develop corporate image , _ 
ina we I far e s e tt i ng - t 0 bed 0 n e i nth e form of 
training seminars for practitioners. Ex amples of 
course content would be training in effect ive 
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publ ic speaking and creative writing. 
7.5.2 The Application of Public Relations Strategies artd 
Techniques to Community Work 
It is recommended t ha t : 
(I) Public relations strategies and techniques be fidly 
included in the curriculum of students of ' social 
work. 
( i i ) Welfare organisations co-opt 
practitioners onto their Boards 
publ ic relat ions 
of Management in 
order to become fully conversant with changes 
required. 
(iii) Practitioners receive in-service training in the 
effective application of public relations strategies 
and techniques to their community work programmes by 
means of seminars presented by professionols sk illed 
in both the theory and pract ise of communi ty work 
and public relations. 
(iv) National Councils appoint professional pub I i c 
relations firms to assist in developing programme 
content, improving corporate image and utilising the 
ski lIs, methods, tools and techniques of publ ic 
relations applied to the market ing of their 
professional services. 
(v) National Councils apply the recommendation s of the 
professional publ ic relat ions firms, ond hold 
workshops for management and senior members of staff 
of their affiliate organisations in order to 
implement recommendations nationwide. 
7.5.3 A Model of Public Relations within Community Woc1, 
It is recommended that: .' 
( i) 
( i i ) 
Supervisors 
practise of 
background 
become acqua inted wi th 
publ ic relat ions that 
of this model, and that 
convey its relevance to practitioners 
the th eo ry. and 
has formed' the 
th ey , in turn, ' 
in the field. 
Commun i ty workers identify the positioning and 
importance of the supervisor (organisation), the 
c I i en / system and the target system within their 
community work programme. 
" . .. 
. -" . 
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(iii) Public relations be utilised to market the programme 
confidently and meaningfull y , 
7.5.4 "The Model of the Pub I i c Relations/Community Work 
Programme as applied to a Direct Service Welfare 
Organisation in Port Elizabeth during the Financial Year 
1st April 1989 to 31st March 1990 
It is recommended t ha t : 
(i) We lfare org anisation s include e ffe c ti ve staff 
structures in their annual planning of programmes. 
(ii) This model of public r e lati ons within communit y work 
be applied in direct s e rvi ce we lfare organisation. 
( iii) Commun i ty 
appl ied 
complete 
work servi c e r endering be holi s tically 
by a supervi sory figure c o-ord inoting 
involvement of all staff both 
professional and administrative - in c ommunity work 
and development programmes. 
(iv) Students in the social work profe ssion be taught 
assertive and positive t echniques in motivating both 
management and c I i en t syst ems to participate 
meaningfully in projects . 
, 
.. 
* See pages 176 t o 182 for the full de tail s on how [hi s mode l was pr ac ti call y 
implemented , and it s r e l evance fo r all nt i1er d irec t serv i ce or gani sa t i ons 
tOday. 
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APPENDix A 
Dear Madam/Sir 
Ms A.M. Carmichael 
P. O. Bo:x: 12461 
Centrahil 
PORT ELIZABETH 
6006 
1990:02:20 
PUBLIC RELATIONS AND COMMUNITY WORK AS COMPARABLE ENTITIES 
Enclosed is 
questionnaire 
relations and 
a self addressed and stamped envelope, 
perta in ing to the comparab iIi ty of 
the community work method of Social work. 
190 
and a 
Pub I i c 
The purpose of this research project is to ascertain whether or 
~ not these two professions are comparable. If fhey indeed are, 
then it will be possible to seek out objective similarities and 
differences, and then build upon this as a solid foundation for 
adding to the I iterature on these topics within a South African 
context. 
In order to achieve accurate 
approilChing you for your expert 
representative of your profession. 
and objective results, I 
opinion in this regard as 
am 
a 
It would be greatly appreciated if you could find some .· time to 
please complete the enclosed questionnaire and to return it to 
me by 1 April 1990. 
Your anticipated co-operation in the regard is appreciated. 
Thanking you 
Yours faithfUlly 
(MS) A.M. CARMICHAEL 
SOCIAL WORKER 
, 
.' 
" 
. .... ~ 
, .-
APPENDIX B 
Geagte Dame/Heer 
Ms A.M. Carmichael 
Posbus 12461 
Centrahil 
PORT ELIZABETH 
6006 
1990:02:20 
SKAKELWESE EN GEMEENSKAPSWERK AS VERGELYKBARE ENTITEITE 
Ingesluit, vind asseblief I'n selfgeadreseerde koevert, 
vraelys aangaande die vergelykbaarheid van skakelwese 
gemeenskapswerk metode van maatskaplike werk. 
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en J'n 
en die 
Die doel van hierdie navorsing is om vas te stel of die twee 
velde vergelykbaar is. Indien dit wei so is, sal dit dan 
moontlik wees om die objektiewe geme. nskaplike faktore en 
verskille uit te soek, en dan verder hieroor uitbrei om as I'n 
soliede grondslag te dien vir die daaropvolgende groei van die 
Suid-Afrikaanse literatuur aangaande hierdie twee velde. 
Om objekt iewe en akkurate resul tate te kry, nader eTc vir u om u 
profesionele mening hieroor vas te stel aangaande u beroep. 
Dit sal hoog op prys gestel word indien u kans sal Tcry om die 
ingeslote vraelys te voltooi, en dan terug te stuur voor 1 April 
1990. 
U samewerTcing in hierdie verband sal waardeer word. 
By voorbaat dank. 
Die uwe 
(MS) A.M. CARMICHAEL 
MAATSKAPLIKE WERKER 
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APPENDIX C 192 
QUESTIONNAIRE 
******* * *** *** 
STRICTLY 
CONFIDENTIAL 
To obtain an opinion from professionals in their fields 
upon the comparabilit y of Public Re lation s 
and the Community Work method of Social Work. 
(This questionnaire is to be c omplet ed by the profess ional 
officials to whom it has been addre s sed.) 
1. IDENTIFYING PARTICULARS 
*********************** 
1.1 Name . . ....................... . ................... . .... .. . . 
1.2 Address . . ......... . ............ . ..... . . .. .... . .. . .... . . .. . 
. . . . . . . . . . . . . . . • . . . • . . . . . . . . . . . . . . . . . . . . . . . .. Co de .. . . . .. . 
1.3 Language: Home . . .. .. . .................... . . 
1.4 
1.5 
1.6 
.... 1.7 
Second . ......... .... . ' . ' ......... . 
Sex ................... . .... . . .. ...... . . . .. . . 
Occupat ion ............ .. .. . ... ... . ....... .... . . . . . ....... . 
Position in company ..•. .... . . .. ... : ...... ................ . 
Highest level of education attained ............. . .... .... . 
. ................................ . ........... .... .......... 
1.8 Ti t Ie e.g. Dr ..••.....••.••................ •• • •. .... . •.... 
2. PROFESSIONAL AND THEORETICAL ASPECTS 
************************************ 
2.1 Do the following values belong to YO UR field ? 
Place a Y in the block provided if your answer is YES, and 
an N if your answer is NO. 
Each individual is important .......... .. .. .. . .. ............ . 
Democratic society has to care for the welfare of pe ople . .. . 
Cit .izens share in decision making . ... . . .................... . 
Co-operat ion and fellowship ................. . ............. .. 
Be open minded to the opinions of others .. . .... .. .......... . 
Hones ty . • •••..••• • .••• • •. •. . . . . . ••••• •. . . •• •....... . ........ 
Make decisions on behalf of the cli ent ......... . .. ..... . . .. . 
Client has the right to self determination ...... . . .. . .. . . .. . 
CI ient part iCipates act ively ............... .... ...... ... .. .. 
Respect the inherent worth of man .......... . .. . ........ : .. . . 
Each human is unique, so unique approaches are ne eded ... . .. . 
Believe in the capacity for change .... . . .. . . .. .......... c ••• 
Fairness .•....... . .....•........................ . ! .. .. .. ... . 
Acceptance of the client in his / her totalit y ........ . . . .... . 
Harbour a non-judgemental attitude towards the cl ient ...... . 
Individual isat ion . ............... . ..... . . .... . .. ...... . . .. . . 
Confidentiality . .. . .. ...... . ........ .. ............ .... : ..... . 
A clearly defined code of ethics .. . .. . .......... ...... .... .. . 
A legalised profession enjoying professional status , .. . .... . 
Achievement of a higher quality of life for the client . •. . .. 
Upgrading of a clients standard of living ...... . . .. ...... . . . 
Appropriate ~se of emotions for the servi c e of other s ... ~; . . 
Demonstration of ~ humans right to be accept ed . .. .. ... .. ... . 
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2.2 Do the following elements of a code of ethics apply to 
your field? Place a Y in the block provided ' if your answer ' 
is YES, and an N if your answer is NO 
Does your profession have a code of ethics that it subscribes 
to? ••••.••••••..•••• • ••.••••...••• •• .....•••.•.•..••••....•• 
Propriety of behaviour ••••.•..•••••.... •• •...••.••..•..•.... 
Compe t ence ...•• • ••••••••..•••. • •••••••........•.....••...••• 
Profess i ona I deve I opmen t .... .. ............................ ,. 
Service to mankind is primary ............................. .. 
Integrity ••••••.••••••••••••.••.•••••.•••...•••..••.••..••.• 
A cl ients interests are paramount .......................... . 
Clients decision making abilities are fostered .. .. ........ .. 
Confidentiality ••••••••.••••....••...• ••.•• ...••...•...•.•.• 
Privacy for the client ••••.••• • .•....• • .. • .••..••..•........ 
Reasonable fees are levied for all services .. .............. . 
Respect ••••.•••• •••• ••••••••....• ••• ...•..•••••••..•.•..••.. 
Fairness ........ .. ..................................... . ... . 
Cour t esy ••••..•••••••••••.••.•.••.••..•••.•...•..•••.....•.. 
Professional relating to clients and colleagues .•••......... 
Commitment and loyalty to the employing body .............. .. 
The image of the profession is maintained .•..•••• ••• ..••...• 
Community service is a prime element •.•• .....•••...•.... •. .. 
Development of knowledge ••.••••••••..• •••• ..••••....•......• 
~Promotion of general welfare .............................. .. 
Maintenance of a good professional reputation .............. . 
Maintenance of a good personal reputation .................. . 
Fa i r de a ling s ........................................... . .. . 
No derogatory behaviour towards cl ients ........ .. .......... . 
Publ ic interests are important .......................... .. .. 
No falsification of information ........................... .. 
Co-operation with clients •••••••••.•...••.••....••.•.....•.. 
No maligning of a colleagues reputation •.•••.•••..••.•.....• 
Uphold the dignity of human beings •••..••. •• ..•• • •..•......• 
Creation of a positive climate for the clients growth ...... . 
Creation of a positive climate for your own growth ........ .. 
Keep promises and engagements •••••.• • ••••..•• • •..•••.••..... 
Use good taste in all of your programmes •. •• •••..•... ••.• .• • 
Formal tertiary training/education is essential •..••.•• • •... 
2.3 Do the following knowledge bases from other p~ofissions 
apply to your field at all? Place a Y in the block pro-
vided if your answer is YES, and an N if your answer is . 
NO 
Human development •••••••.• • ••••••.••.• •• .•.•••••••.•••.... • . 
Influences between man and his environment .. .... • f' .. .. ..... ., 
Psychology ••••••••••••••••••••.••••..••••••••..•••.••..•.•.• 
Communicat ion ..•. ...... • ........... ; ....................... . 
Group dynam i cs .•............. ... ...... . ...... .. .......... ; .. 
CuI tural effects •••..••••••••••••••.•....••••••••...• ; .•...• • 
Relationships ••••••••••••.•••••••.•.••••....••••••.•...•.• .. .. . 
Sociology •..••••••••••..•.•••.•..•.•.•.....•.•...••.•• ....... 
Commun i ty processes •. • ••••••• •• •••••.••••.••• •••• ..•.. : ..... ' .. 
Sqcial service structures .......................... .. ...... .. 
Administrat ion ............................................. . 
Techno logy •••••••••••••••••••....•••••••••...••••..•••.... ' .' . 
. ' 
..... .. ... 
', " 
Social work 
••••••••••••••••••••••••••••••• •• - . ' ••••• • . 0 •••••••• 
Economics •••••.••••• ••• .•.•...•. •• •.•..••.•••.•••...•... .- .•. 
Public relations •••••• ••• ..•••••.•..•••..•.••.. • ....... • .... 
Political science •••••••.•••• • ••.••••.... •• ••••.••••.. •.• ... 
Anthropology • ••••• ••• •..•••••••. •••• ..••••.••...•.•..•.... ' .' 
Law ........ ......... .. ..................................... . 
3. TOOLS, GOALS, TECHNIQUES AND METHODS OF THE PROFESS ION 
****************************************************** 
3.1 Do the following tools apply to your field ? 
Place a Y in the block provided if your answer i s YES , 
and an N if your answer is NO. 
Newspaper art i c I es ...... . ...................... ...... . ..... . 
Press conferences . .... . .. ......... .... ......... . ........... . 
Relating unfavourable news to the public • •..••• ••• .••..... •• 
Publicity photographs ••.•••••••• •• • •..• •.. ••••• ...••....•.•. 
Feature stories ... . ........................ .. .............. . 
Trade magaz ines ; •••• • ••.•..•••••...• • ••••••• •• •.•...•.....• • 
General magazines ••• • •••.••••• • .•.••••••• •• ••.••..•.•••..••• 
Radio •••.•••••.•.•••••••••••...••••• • •.•.• •• ••••••..•...•••. 
Te I ev i s ion . . ... .... .... .................... .. ............... . 
Advertising ••••• • ••• ••• •.•.•••• • •.•• •••• •...•••.•..•.••.•..• 
Open houses •••.•.••.•••• • .••••.••••..•... .• •• • • • ........•.•. 
Tours ••••••••••••••..••...•••.••.•...•.••..• . • .•••..•..••••. 
Meetings ••••••••••••••••.••••••.••••..• •• ....•.•• • •....•••.. 
Exhibitions ••.••••.•..•••• ••• • •• •••..• • ••.••• • •••••.•..••.•• 
Social engagements •••••••••••••..•••.•••..•••••.•••.•..•..•• 
Participation in local events ............................. .. 
Films •.••••••••• •••• •.••••••....•• • •....•••••• •• .•..•... •• .. 
Audio-visual aids •.••••..•••••••.•••.•••..••••.•••••••.•..•. 
Publ ic speaking •••••••••••••••••.•••••••..••••• • .•••••..•...• 
Minutes .••••••••••••••••••••••.••• •••• .•••••••••••• .••...•••• 
Annual reports ......... . ......... . ...... .... ............... . 
Research reports .•... . .... .... ........ . ... ... ................ 
Duty sheets ••••••••••••• ••• ••...• • .. •••• ••..•• • ..••••. ••• ••. 
3.2 Do the following goals belong to your field? 
Place a Y in the block provided if your ' answer is YES, 
and an N if your answer is NO 
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Improving labour relat ions .. • .... .... .......... . ............. 
G~t employees to identify with the company .•.•••• ~ •. _ .•••• , . ; . . 
Faci I i tat ion of internal communicat ion systems •••.. : • • ..•..•. 
Guide management to their social responsibilities .. , ....... . 
Gather data for effective decision making ...... ;, . .... .. ...... . 
Anticipate problems •••••••••••.••...••.. ••. •..••.••••. : .•••. 
Prevent problems ••••••••.•..••••••...••••••• •••• ••.......• , •• 
Identify public needs and interests •. .•..••••....•• •..••. ,: •• 
Ident ify publ ic opinions, then change them ........... ; ... .. .. 
Do away with misunderstanding •••.••...•.••.• •• ••. ••.•••• ••.. 
Convey a positive image of the company to the publi c •....••• 
Facilitate effective communication between company and 
publ ic ••••••••• •• •••..•• • ••••.•••••••• •••• ••..••... ••.. .••.• 
Relay information to the public .......... ............... .. .. 
Control what is ~aid by whom to the public ................. . 
Be a bridge bet~~en public and company •• ..• •••••• ••.• • .•...• 
Give moral, financial and public support .. . . . . . ............ . 
Obtain moral, financial and publ ic support .................. . 
Satisfaction of material and non material needs ... . . .. .... , . . 
Sol v i ng s p e c i f i cpr 0 b I em s ......... .... ........ . . : ......... . . 
Unlocking problem solving capacities .. .. . ................ .. . 
Improving the power base of the commun ity ...... . ........... . 
St imulat ing interest and part iCipat ion in communi ty affa irs .. 
Fostering collaborative attitudes ... . ...... .. .. ... ........ . . 
Increasing indigenous leadership • ....•............... ... •••. 
Mairtfenance of internal stability ... ........ .. .... .. .... . . .. . 
Adaptation to change .••.••..• •... .. •.. .........•.........•.. 
Promoting corporate social responsibil ity . . • ................ 
3.3 Do the following techniques belong to your fi e ld? 
Place a Y in the block provided if th e answer is YES, 
and a N if the answer is NO 
Market research •••••.....••............ • ....•..... . .... . •... 
Statistical analysis ...........................•............ 
Advt'1rtising techniques •........ . ..•.........•........ ..• .... 
Evaluat ion ...••••••......••....•..•..•..•• • .•....• .. . . ...... 
Planning •. • •••••......•••...••• .. .. .. ...•...•.. . ... . .... . .... 
Programming •••••......••.......•...... .....•.............•.. 
Media select ion ••.•..•.•••..••. • ......•••... • ..•.•..... . .... 
C omm u n i cat ion •.••••...••.••.••..•.... ~ • ••...•••... •.. ....... 
Training •••.•..••••.•.••.••.•.•.•..........•................ 
Education ..•..•••.••... •• . . ......••........ . ..... .... .. . .... 
Organ i sat ion ••• •..••...•.•.........••. . ........... ....... ... 
Managemen t ...•••.......• • .........•..... • . • ..•.•... •• .. .. •.. 
Co-dperat ion •.••.....••••••.... .•..• ........•... ... .. .. .. ... 
Social responsibility ...................................... . 
Consensus .............. .. ........... . .... ... ... .. ...... . . . . . 
Discussions ............ ... ............. .. ...... ... ....... . . . 
Negot iat ion .•..••. •• •.. ••• • •• .....••... .• . • • •.••.•......•.•. 
Conflict to gain status .................................... . 
Changing the environment ........................ .. ...... . . .. 
Dealing and coping with emotions : ................. . ....... .. 
Direct influence on other peoples thinking ................. . 
Development Of insight ...... ........ . ... ................... . 
Changing existing behaviour patterns ............... . ....... . 
Facilitating group decision making ••.. . .• .•• .••.•......... .• 
Fund-ra ising •.••...... •• .•.. • .. . .••..• . .. . .•........ . . . .. .• . 
Facilitating social change .. . ........ .. .................... . 
Consul t ing profess ionally .. . ............................... . 
3.4 Does your field make use of the following methods ? 
Place a Y in the block provided if your answer is YES, 
and an N if your answer is NO 
Image deve I opmen t ••.••••••••••.••.....••......••....•..... :. 
Communication aimed solely at the publi c . . . . ••. ....•.... .. •. 
Influencing opinion •..•••..•......•..••....... . ............. 
Managemen t ph i losophy .•• ••••.••...•. ••• .....•... ... ...• • .... 
Formal tertiary training .................. . ................ . 
Operational concept of administration ..•.... • ......... ..• ... 
Integration into a management team •.. . ..... • .•.. ... .. . .... •. 
Mass organisat ian • • ..•.••••.....•. • • •• .....•• ••.... .....•.•. 
Exerting or invoking authority ...... .... ................... . 
, 
.. 
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. . 
Fact finding ••••••• •• •••.••••.•••••• • • •• • • .••..• • •. • .• • ..•..• 
Analysis • ••••••••••••••••..••.•....• • •..•• •• •..••• : ..•...•.. 
Evaluat ion ... .. . . ................. ... ... .... ........ ' .' . .. ... . 
Planning .•••••••••.•••••.• • •. ••. • • •• • •••. •••• •••... ••.. •.•.. 
Meeting procedures and practices •...••. .••. •• •••.. : •• .... : .•• 
Conferences •.•••••••• • •• • ••• • ...•••.••••••..• : .. •.•. •.....•• 
Commi ttee procedures and pract ices .... . .... ... .. .. . . . ...... . 
Negotiation ••••••• •• .•••.•.••..••••••••••••••..• ••• .•..••..• 
Consultation •••••••••••.•••...•..•• •• ..•. ••• •.••••..•••. •••. 
Formal written communication •.•.••.•••.•..•...•.•• • .•..••.•. 
Forma lora I commun i ca t ion . .. .. .. ............. . ......... .... . 
Interviews .. . .................. .. . ... . ...... ....... ... ..... . 
Social Action ••••••••••••••.••••..•••.••••• ; • • •••..••••••••• 
Fund-ra ising • ••••••••••••• • .•••••.••••..• • •.•••••..... •• .• •• 
Budget ing •••••••••.••• • •••..••••••••.••.••.•••••.•..•••••.• • 
Administrat ion ......•................................ . ...... 
Programmes .•... • ......... .. ......... ... .. ...... ............. 
Recdrding data •••••• • •••.••••.••...•. • •••.•.• • •..•••..•..•• • 
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4. THE PLACE AND FUNCTION OF PUBLIC RELATIONS IN COMMUNITY 
******************************************************* 
WORT( 
**** 
4.1 Should the answer be YES to the following questions, 
please place a Y in the block provided, and an N if 
your answer is NO. 
Do you .' understand the concept of publ ic relat ions? ........ . 
Do you underst6md the concept of community work? ........... . 
A sCientific p ' ocess is followed in exercising your 
profession ......................................... .. . . .... . 
Your activites must be well planned ....................... .. 
Your profession deals with human problems ................. ,. 
Your profession deals with human behaviour •••••..••• •• ~ ••..• 
Interact ion and relationship bui lding are important ........ . 
A variety of social systems are involved ••••• •••••.•• .• • : .•• 
An organisational system exists ............................ . 
Target systems exist ........ .......... .............. ; .... ; .. 
You follow specified goals and objectives •• • • •••••••.• • ••.•• 
Strategies are utilised ...... ............... ......... . ..... . 
Teamwork is essential ........................ .... . ........ . 
Work takes place within a structural context •• •• •.•••.. • . • . • . 
You are a bridge between th~organisation and the 
c ommun i t Y ••••••••••••••••••••• • .••••• • •..••... • •• ; ..•..... ~ • 
You change opinions and images purpo se fully .. · .. r· .... ... .... . 
Your profession emphasises the group .•...•••• •• •••.•.•. • .•• • 
Your profession emphasises the individual ••.••• •.••.•...• .•.. 
The community is advantaged by your endeavours •.•••••••• ~ •.. 
Your profession is a method of social work . . . .............. . 
Your profession is a management philosopohy ............... .. 
Your functions are therapeutically founded •• •••••.•••••.•••• 
Your functions are marketing founded .. .... ....... ...... .... . 
Your profession is of a non-profit orientation ...... ... ... .. 
• J 
-, '. 
,.' --
Your profession is profit orientated •••.•...•..•• •.• ....••.. 
Your prime goal is to enhance effective social 
functioning •••••••••••..•••.••....••.•.•...••••••••.. • ...... 
Your pr ime goa lis to improve company image •••.••..•••.•••.. 
Welfare organisations need Publ ic Relations programmes ....•. 
Compan i es need commun i ty work programmes ................. : . . 
Your training was adequate to equip you to market your 
organisat ion •••••••.••••.•••....•.•••••...••••••.•.••....•.. 
Non-profit organisations need effective communication 
policies ••••••••••••••••.•... • .•..••...•..•.•.•••••..•.•••.. 
Public relations has a role to play in community 
wo r k ••••.•••..•••••••••.•••••••••••••••••••.•••••.•.•.....•. 
4.2 If the following functions apply to your field, place 
a Y in the block provided if your answer is YES, and an 
N if it is NO 
Improving inter-organisational relationships ••.••• • .•.• • ••.. 
Mobilisation of community support .......................... . 
Resource deve I opmen t •.•••••••••••.••••••.•.•••••.•.•..•.•••• 
Development of public participation ........................ . 
Securing volunteers ••••.•••••.•• • ••• • ; ••••••.•••••..•..••... 
Determining publ ic opinion ................................. . 
Correcting public misqonceptions . .. ......... .. ............. . 
Practice of community relations .••.•••••.....•..••.•.....•.. 
Image development of your company •••••••••.••••••...•••..••• 
Campaign organisation •.•.••••••.•••••.•..•.••.•••.••• •••• ..• 
Fund-ra ising .... .. ..•....................................... 
5. PROGRAMMES AND PROGRAMME PLANNING 
********************************* 
5.1 If the following elements of programmes are included 
in your field, place a Y in the block provided if your 
answer is YES, and an N if it is NO 
Rationalisation •••••••••••.••.•.•••••••••••••••••••••..••..• 
Clearly stipulated aims ............................ ..... ... . 
Deta i I ed object ives ••••••••...••...••.....••••••••••••.•..•. 
Time schedules ••••••.••••••••.•••••.•.••••••.•••.•..•..••••• 
Work methods and procedures ................................ . 
Staff hi erach i es ...•. . ...•.................................. 
Organograms ••••••••••••••••••••••••.••.••••••••..••••••••••. 
Organisations suitability for the programme ..•••• ••• •.•••... 
Budgets •.•••••••••••••••••••...••.••••••••.••••••.....•..••. 
Evaluation •••.••••••••••••••••..••••••.••.••••. '1' •••••••••••• 
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5.2 If the following aspects o f programmes are included in 
your field, place a Y in the block provided if your answer 
is YES, and an N if your answer is NO 
Emphasis on marketing and "selling" services ....•.••.••••.•. 8 
A communicat ions strategy •••..•..•..••.•••••••••..••••••.•••• 
Media selection ••••••.•••••...••.•••••••.•••.••..••••.•....• 
, 
" 
Effect ivity of diagrams ...................... .. ............ . 
Allowances for corporate emblems ..... .. ..... . .... . ......... . 
Allowances for corporate apparel ......... ... . . ..... ... ..... . 
Corporate ident ificat ion . ................. . ................ . 
Structure of the buildings housing the company . ......... ... . 
Corporate identity of all staff .... .. ........... .. ......... . 
Staff public communication programme ...... .. ............... . 
Furnishings and image of offices ........................... . 
Outward appearance of the building ...................... . .. . 
Development of staff attitudes towards clients .......... .. . . 
Scope for staff training and development ...... ... .... .. ... . . 
Research ....................... .... .... . .. . . ...... . . . ..... . . 
Measurement of resul ts ... .. . .................... ..... . ..... . 
Plan for specific actions ..... ...... ... ...... ..... ..... .. .. . 
Evaluation .......... • .. .. ... ... ........ . . ... .... .. . .... . ... . 
6. PMBLIC RELATIONS STRATEGY FOR DIR ECT SERV ICE WELFARE 
************************************************** ** 
ORGAN 1 SA T IONS 
************* 
If you agree with the following statement s , place a Y in 
the block provided, and if you disagree, place an N 
All welfare organisations have good public images ..... . . .. . . . . . ... . . 
Welfare organisations will benefit from public relations 
strategies . . ..... . ............. . ..... .............................. . 
Community workers are equipped to do public relations .............. . 
Public relations personnel are equipped to do community work ..... .. . 
Public relations techniques can be incorporated into communit y 
work ....................... . .................... . ........ .. . ..... . . 
Every welfare organisation practices saund publi c relations ........ . 
You could benefit from public relations theory ... ..... .. .... . ...... . 
An effective public relations and communications policy will 
improve the image of welfare organi sations ................... ...... . 
It is necessary to incorporate public relations in community work 
services . ...... . . . ... .. . ...... . .. . ....... . .... . . ... ......... ....... . 
7. ADDITIONAL COMMENTS 
*****************-* 
, 
.' 
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T HAN K YOU FOR THE TIM E AND THE 
TROUBLE T HAT YOU HAVE T A KEN I N 
THE COM P LET ION 0 F T HIS QUE S T ION -
N AIR E P LEA SEN 0 T E 
G REA T L YAP PRE CIA TED 
COMPLETED BY, 
DATE 
, 
.' 
T HAT 1 T IS 
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~ 
APPENDIX D 
STRENG 
VERTROULIK 
VRAELYS 
******* 
Om I'n mening te verkry van professionele mense in hulle 
velde oor die vergelykbaarheid van Skakelwese en die 
gemeenskapswerkmetode van Maatskaplike Werk. 
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(Hierdie vraelys, om beduidend te wees, moet assebl ief voltooi ". 
word deur die respondent aan wie dit gerig is.) 
1. IDENTIFISERENDE BESONDERHEDE 
**************************** 
1.1 Naam ......•...•................ . ....... .. ................ 
1.2 Adres ................................................... . 
. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 
Poskode ........ . 
1.3 Taalgebruik: Huis .................... . 
Twed e ............•.... .. . 
Ande r ............ ....... . 
1.4 Geslag ................................ . 
1.5 Beroep ............................................... ... . 
1.6 Amp wat u in die Organisasie beklee .................... .. 
.................... .... ...................... . ........... 
1.7 Hoogs te vi ak van onderwys behaa I ........................ . 
1.8 Titel bV. Dr ................... .. ............ .... ...... .. 
2. PROFESSIONELE EN TEORETIESE ASPEKTE 
*********************************** 
2.1 Behoort die volgende waardes aan u veld? 
Plaas I'n J in die blokkie indien u antwoord JA is, en 
I'n N indien NEE 
Elke individu is belangrik ................................ .. 
Demokratiese gemeenskappe moet sorg vir welsyn van lede .... . 
Burgers moet deel in besluitnemingsprosesse ............ .... . 
Samewerking en samesyn ...•.................................. 
Wees ·oop· teenoor die menings van andere ............ : .....• .. 
Eerl ikhe id ..•.•..•...•....•.....• • ••• • .... • .... •. ••...•..... . 
Neem besluite namens die klient ............................ ; 
Kli~nte het die reg tot selfbeskikking .. ... ... . ............ : 
Kl iente neem akt ief deel .................................. .. 
Respekteer die inherente waarde van die mens .. . ~ ... .... . .. . . 
Elke individu is uniek en verdien unieke benaderings ........ . 
Glo in die kapasiteit vir verandering ...................... . 
Regverdigheid ........................ , .......... . .......... . 
Aanvaarding van die klient in sy totaliteit ................ . 
Koester "n nie-veroordelende houding teenoor die klient .... . 
Individualisasie ........................................... . 
Vertroul ikheid ....•.......•..... .•.•.•. ......... ...• ........ 
I'n Kode van et iek of gedrag ................................ . 
. ~'" 
....... 
~ 
I'n Wettige beroep met professionele stotus .....••........•.. 
Bereiking von I'n hoer 1 ewenskwa 1 iteit vir die kl iente ...... . 
Opgradering van " n kl ient se lewensstandaard .............. .. 
Toepaslike gebruik van emosies vir die diens van . 
andere ........•••.•.....•.•.......•......................... 
Bewys ing van " n mens se regte om aanvaar te word .......... .. 
2.2 Behoort die volgende elemente van " n kode van etiek aan 
u veld? 
Plaas " n J in die blokkie indien u antwoord JA is, en 
" n N indien NEE 
Het u beroep " n kode van etiek? ..•.. •.. .... .•.. . ••• ...... •.. 
Toepasl ikheid van gedrag .................................. .. 
Vaardigheid ..•.• •• . •...••••••. .. •.•... ..... .•.. .•.. . ... ..... 
Professionele ontwikkeling . .. ............. ..•.. ..... ...•... . 
Diens aanu medemens is die hoofdoel . ....... •• ..• •... .. •. ... 
Integri te it .•..•.•••.... ...••.....•.........•............... 
" n Kli~nt se belange is baie belangrik ...........•.......... 
Kliente se besluitnemingskapasiteite word gekoester .. ....... 
Vertroul ikhe id •.. .•.•••......... • ......•.... .•.• .•......... • 
Privaatheid vir die klient ............ ~ .................... . 
Aanvaarbare fooie word vir dienslewering verwag ..... ...... . . 
Respek ...•.....•••••....••.•.•...• •.•.•...• .. ...•. . .. ....... 
Regverdigheid ..••• .••••.••.•.•. ......... ••.. ....•.. .••. ..... 
Hofl ikheid ..•.•...•.•..••.•................................. 
Professionele verkeermet kliente en kollegas • .. •....... .... 
Lojal iteit teenoor die werkgewende 1 iggaam .............. .. .. 
Die beeld van die beroep word oorgedra en volgehou ......... . 
Gemeenskapsdiens is van kardinale belang ••... ..• • ... .... .... 
Ontwikkel ing van kennis .................................... . 
Promosie van algemene welsyn •...•...•......... • ...••........ 
Die instandhouding van " n goeie professionele reputasie ....• 
Die instandhouding van " n goeie persoonlike reputasie ...... . 
Regverdige handel inge ...•.••.....•........... . ..•••......... 
Geert beledigende gedrag teenoor die 1<1 ient nie • . •... .•...... 
Openbare belange is belangrik .............................. . 
Geen verfalsing van inligting nie •.•.•....... •. ...•..•...... 
Samewerking met kl iente .•.•.•........••........... • ......... 
Geen besmering van I'n kollega se reputasie nie •....•........ 
Onderskraging van die statigheid van die klient .•........... 
Skepping van " n positiewe klimaat vir kliint se 
ontwikkel ing .....•.....••.......•..... .....• ... ....... .....• 
Skepping van " n positiewe klimaat vir u eie 
ontwikkel ing .••••••...••.•••..•.•....••..........••......... 
Hou afsprake en beloftes ........................ . ~ .......... . 
Gebruikmaking van goeie smaak in al u programme •............ 
Formele tersi're opleiding is " n vereiste .....•............. 
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2.3 Vorm die volgende kennis basisse van ander beroepe " n deel 
van u veld? 
Plaas lin J in die blokkie indi en u antwoord JA is, en " n 
N indien NEE 
, 
.' 
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Mensl ike ontwikkel ing •••.••• •• •••••••• •• .••••••• • .•• •.• ••.•• 
Invloede tussen die mens en sy omgewing ••••• •••...••.•• • ••.. 
Sielkunde ••.••••••...•••••.•..•••.••..•.•..••.••• •• .•..•.••• 
Kommun ikas i ekunde ............. ..... ............ . ........... . . . 
Groepdinamika ••• •• ••••.••••••••... • ..••.•••.•••.•••• • .••• • .. 
Kul turele effekte ••••••...••••.•..••..•.•..• • ••••••.•.•••••• 
Verhoudings •••••••••••••. • .••••••.••••.•... ••• •••. • .. ••••• • • 
Sosiologie •• • •••••••••••• • ••.••• • • •••••••••• ..••••••.••••.•• 
Gemeenskap s prosesse ••• •••• •••••••••.•••.•.•.••.••.. • .• • ..•.. 
Maatskapl ikediens strukture ••..••.•.•.• • ..•..•.• • .•••..•• •• . 
Tegnologie bv. rekenaars ................................... . 
Maatskapl ike werk ••••••••••••.•••••••••.••.•.••.••••....•..• 
Ekonomie •••••••••••••••••••••.•••..••••••..••••••••••.••..•. 
Skakelwese .•••••••••••••••••••••••••••••••. • •••••••••.. • • •• . 
Politieke wetenskap •.•••••••••.•••• • • • ..•.•••.••••••.•..•••• 
Volkekunde •••••••••••••.•• •• •.•..••••••.••••.•••• •• .•. • .•• • • 
Reg t e ...•................................................... 
3. GEREEDSKAP, DOELWITTE, TEGNIEKE EN METODES VAN DI E 
********************************************* ***** 
TOEPASLIKE VELD 
*************** 
3.1 Het die volgende professionele "gereedskap" betrekking 
tot u ve I d? 
Plaas I'n J in die blokkie as u antwoord JA is , e n "n 
N ind i en NEE 
Koerant art ikels •••••••••••••••••••.••••.••••.•••.•••...•... 
Perskonferens i es ................ ... .......... . . ... .. . ...... . 
Oordra van onplesierige nuus aan die publiek .•.•••.• •.• •..•• 
Publisiteits foto l's ...........................•..... ...... .. 
Hoof tydskrifart ikels •••••.••......••.•..••.••••.•••..•. •••• 
Beroepsjoernale ••••••••••••••••.•••••...••••••.•••••......•• 
Algemene tydskrifte (insluitende nuusbriewe, brosjures) •..•. 
Rad i 0 •••• • • • •••••••••••• • •.•.•••••• ••. ••• • ••••. •• ..••••••••• 
Televisie ..... .. .......... ..... .. . . . . . ..... . . . . .. . . ......... . 
Advertensiewese (insluitende veldtogte) ••.•...••••••.•.••..• 
HOOp" huise vir die publ iek ••.•..••.•••.•..••••••••....••••• 
Toere deur instell ings .... . ...... . .......... .. ...... . ...... . 
Vergaderings ••••• • • • ••••.•.•..•••.•• •• •..•••• ••••••••.•.•••• 
U its t a I ling s ....... • ..............•.... . ................... . 
Sosiale geleenthede • ••• ••• ••..• • .••• •• •. • • •• •••.•..•.••••. .• 
Deelname in plaaslike gebeurtenisse bv. dorpskarnival • •.••.. 
Fi lms •••••••••••••••••••.....••••••••••••••••• .". ••• • •.•.••.•• 
Oudio-visuele hulpmiddels .••.•...••••...•.••••• •• •••...•• ••• 
Openbare toesprake rakende gemeenskaps - kwe llende punte •.•••. 
Notul es ................ . ....... . .................... .. ..... . 
Jaarverslae of tweejaarlikse-verslae ..••••.. •• ••••.....•• • • • 
Navors ingsvers I ae ..... ....... .... .. . .. ... .. ....... . ... . .... . 
PI igstate •••••••••••••••••••••••••••••.•..•••••••••••••••.•. 
3.2 Het die volgende doelstellings betrekking tot u veld? 
Plaas " n J in die blokkie indien u antwoord JA i s, en 
I'n N indien NEE , 
.. 
. . _" 
. ,,-
'.- .-
Bevordering van werksverhoudinge . ..... ..... .. •. . .. ... . .. . ... 
Daarstellingvan werknemers se identifikasie met die 
organisasie ... ... .................... .. ............. . .. .. . . . 
Skepping van interne kommunikasie-sisteme ........ ' .. ... . .. . . . 
Leiding van bestuur tot insig oor hulle maatskaplike 
verantwoordelikhede ............ . . .. .. . .. . ......... . .. ... .. . . 
Feite-insameling vir effektiewe besluitneming ...•. .. ........ 
Voorspelling van probleem areas ...... . . . .......... . .. . .. .. . . 
Voorkoming van probleme . . ... . ....... .. . . ........ .. . . .. .. . . . . 
Identifisering van openbare behoeftes en belange .. .... .... .. 
Identifisering en daaropvolgende verandering van openbare 
menings ....... .. ... . .................... . . .. ..... . .... .. ... . 
Wegruiming van misverstande ........ .. .. .. ........ ...... .... . 
Positiewe oordrag van organisasie se beeld aan andere ...... . 
Daarstell ing van effekt iewe Iwmmunikas ie tus s en orgoni s as ie 
en die publ iek .... ... .......... . ..... . ........... . .. . .. .... . 
Oordrag van inligting en informasie aan die publiek . ....... . 
Beheer oor wie wat se aan die publiek ............ .. ... ... .. . 
Brug-bou aktiwiteite tussen die organjsasie en die publiek .. . 
Konflikhantering tussen die organisasie en die publ iek ..... . 
Voorsiening van morele , finansiele en nie - materiele 
behoeftes ... • .................... .. ......... . ....... .. ....... 
Verkryging ~an morele, finansiele en nie-materiele behoeftes . 
Oplossing van spesifieke probleme ......... . ........ .. ... . .. . 
Ontsluiting van probleem-oplossende vaardighede ..... . . . .... . 
Verbetering van die autorit~re basis van i'n gemeenskap .. . .. . 
Prikkeling van belangstelling in en deelname aan 
gemeenskapsake .......... . ............ .. ....... ... . ... .. . ... . 
Koestering van samewerkende houdings .............. . .. . ..... . 
Vermeerding van inheemse leierskap in gemeen s kappe . . ....... . 
Behoud van interne stabiliteit in die organisasie sowel as 
die be t rokke gemeenskap ............... . . . ........ . ......... . 
Ontwikkeling van anpasbaarheid teenoor verandering ~ ..... . .. . 
Bevordering van organisasie se maatskaplike 
veran twoorde Ii khede •.•........ . ...... . ~ . .. .. ........ . ...... . 
3.3 Behoort die volgende tegnieke aan u veld ? 
Plaas "n J in die blokkie indien u antwoord JA is , 
en i'n N indien NEE 
Marknavorsing .. . ...•.•................. . ......... . .......... 
Statistiese analise .................. . .. . .. ............ ... . . . 
Advertensiewese tegnieke ................ . ......... . ........ . 
Evaluering . • • ....• . ..................... . ........ . .... .. .. .. 
Beplanning ............................ ... ....•... .. ....... ; . 
Program-ontwikkeling en uitvoering ... ... . .. . ... i ... .. . . . . .. . 
Media seleksie ...•.............. ... . . . . ... . .. ... ... ... . .. .. .. 
Kommunikasie ............ .. ..... . .... . . . ...... .. . .. .. ....... . 
Opleiding deur middel vanwerkswinkels of simposia . .. ...... . 
Opvoeding deur middel van bv. uitstallings ......... . ....... . 
Organisasie van aktiwiteite .............. .. ................ . 
Bestuur bv. van programme of projekte .. .. .. ...... .. ...... ... . 
Samewerking bv. met li n multidisiplin()re span .......... ; . ... .. 
Uitoefening van maatskapl ike verantwoordel ikhede . . . . .. .. . . ' .' 
Bewerkstell ing van konsensus ..................... .. .. .. .... _, 
, 
.. 
'-
'. " . . ~ 
Besprekings ...••........................ . .... .. ... . ......... 
Onderhandel inge ... . ............... .. ....................... . 
Konfl ii, om status in te win ....... . ...................... . . . 
Verandering van die omgewing ............ . ............... . .. . 
Han t e ring va n emo s i e s va n k I i iin t e . ... ... .... . ........... . ... . 
Uitoefening van direkte belnvloeding oor die d~kpatrone 
van andere ................................................. . 
Ontwikkel ing van insig ..................... . ............... . 
Verandering van die gedragspatrone van andere .. ......... . .. . 
Bevordering van groep-besluitnemingsprosesse . .............. . 
Fonds i nsame ling ..•........................... . .............. 
Bewerkstell ing van maatskapl ike verandering ................ . 
Professionele konsultasie sessies met kli~nte .............. . 
3.4 Gebruik u beroep die volgende metodes? 
Plaas "n J in die blokkie inaien u antwoord JA is, en 
;In N indien NEE 
Beeld-ontwikkel ing ............. • ............................ 
Kommunikasie gerig op die publiek .................... .. .... . 
Men ings-be'(nvl oed ing ............................ . .......... . 
Bestuursfilosofie .................... ; ..................... . 
Formele tersiere opleiding ................................ .. 
Operasionele konsep van administrasie ................ . ..... . 
Intergrasie binne "n bestuurspan ........................... . 
Massa organ i sas i e ........................ . ................. . 
Vi toefen ing of gebru ikmak ing van gesag .................... .. 
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Feite-insameling ........ . ............................. , .... . 
Analisasie ........ . •.. . ........... . ........... . ............. 
Evaluering .......•.................... . ..................... . 
Beplanning ................................................. . 
Vergaderingsprosedure en praktyke ..... . . . •.................. 
Onderhande Ii nge •.....•.. • .•....•............................ 
Konsul tas ie ....•........... . .. . .............•............... 
Formele geskrewe kommunikasie . .................... . ........ . 
Formele mondel inge kommunikasie ...................... . ..... . 
Onderhoude ......... • ........... . ................... . ... .. ... 
Begrot ings .......... . .•................................... . . . 
Administrasie ....•.•....................•................. ' .' 
Program-ontwikkeling en uitvoering ......................... . 
4. DIE PLEK EN FVNKSIE VAN SKAKELWESE IN GEMEENSKAPSWERK 
****************************************************~ 
4.1 Plaas lIn J in die blokkie indien u antwoord JA is op 
die volgende vrae en stellings , en "n N in~ien NEE 
Verstaan u die konsep van skakelwese? ...................... . 
Verstaan u die konsePt van gemeenskapswerk? ................. . 
"n Wetenskaplike proses word in u beroep beoefen .... . ...... . 
V aktiwiteite moet deeglik beplan word ........... . ......... . 
V beroep handel oor die probleme van die mense . .......... . .. 
V beroep handel oor die gedrag van mense ...... . ............ . 
Interaksie en verhoudingsbou is noodsaaklik ................ . 
• J 
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lin Verskeidenheid maatskaplike sisteme is betrokke •... ..• •.. 
I'n Organisasie-sisteem bestaan ............ ; ................ . 
Teiken-sisteme bestaan •••...•.•••••••.•• ; ...•••• •• . •...•..••• 
U volg spesifieke doelstellings en doelwitte •• ; • .. • ••.••••.. 
Strategiee word gebruik bv. bemarkings-strategiee •.•.••...•. 
Spanwerk is noodsaak 1 i k .•.•••.•••.. • ••..•....•••••..•..•..•. 
Werk vind plaaS binne I'n gestruktureerde raamwerk .......... . 
U is die brug tussen die organisasie en die gemeenskap .... .. 
U verander die menings van andere doelbewus •. ••••• ..•....••. 
U beroep la klem op die groep •••••••••••••.•••••.••••..•.•.. 
U beroep Ie- klem op die individu .......................... .. 
Die groter gemeenskap word bevoordeel deur u werksaamhede •. . 
Die organisasie word bevoordeel deur u werksaamhede ••.•••.•• 
U beroep volg I'n metode van maatskaplike werk •••••••••.••••• 
U beroep maak gebruik van I'n bestuursfilosofie ........ .. .. .. 
U funksies is terapeutiese gegrond ......................... . 
U funks i es is mark-gegrond ••••..••••.•.• • •••••••••.•.•.••••• 
U aktiwiteite is van " n winsgewende aard ...... ............ .. 
I'n Hoofdoelstell ing is verbetering van maatskapl ike 
funksionering •••••••••••• • ••••••••••••.••••••••..•••••. • .• ~. 
" n Hoordoelstelling is verbetering van die organisasie se 
beeld ... .............. ... ..................... ............ .. . 
Welsynsorganisasies het skakelwerk programme nodig •••.•.••.. 
Firmas het gemeenskapswerk programme nodig .•.•.•.• ••••• •.•.. 
U opleiding was voldoende om u voor te berei vir 
bemark ings-akt iwi te i te •••..••.••........•.••.•...•....•.••.. 
Welsynsorganisasies het effektiewe kommunikasiebeleide 
nod i g •••• •••• •••.•• • .•.••.•••..•.••••••• ..• ••• ••. ....... ••• • 
Skakelwerk het I'n rol om te vervul binne gemeenskapswerk 
4.2 Indien die volgende funksies I'n deel uitmaak van u 
veld, plaas I'n J in die blokkie indien u antwoord 
JA is, en I'n N indien NEE 
Verbetering van interorganisasiese-verhoudinge •••••••••••••• 
Mobilisasie van gemeenskaps-ondersteuning .............. .... .. 
Ontsluiting en ontwikkeling ' yanbronne ..................... . 
Verkryging van vrywilligers .•. •••• .•••••.••..•. ••••.••.••.•• 
Ontleding van openbare menings ........ :; .................. .. 
Ontwikkeling van openbare deelname aan projekte •• ••••...•••. 
Regstell ing van openbare miskonsepsies ••.•.•.•.••.••.••.•••• 
Beoefening van gemeenskapsverhoudinge •••••••••••••..••••••.. 
Bee ld ontwikkeling van u organisasie •••••••••••••••••...•••. 
Organisering van veldtogte ........................ .... .... .. 
Fonds insame ling •• •••• .•••. •••• •.••••••••..••.•••.••••..••••• 
,. 
5. PROGRAMME EN PROGRAM BEPLANNING 
******************************* 
5.1 Indien die volgende elemente van programme li n deel vorm ' 
van u veld, plaas I'n J in die blokkie vir JA en " n N 
vir NEE 
Rasional isasie ....................................... .. ..... § 
Duidel ik gestipuleerde doelwi tte ........................... . 
Gedetaileerde doclstellings •••••••••••••••••••.••.•....••.•• 
Tyd skedu 1 es .. :' ..................................... ....... . 
, " .. ~- ,-
Werksme t odes en prosedures ........................ . ....... . . 
Personee I hi erag i eii ...................................... .. . 
Organogramme ................................•... ... ......... 
Organisasie se toepaslikheid vir die .program ............... . 
Begrot ings ........•.... ... ................... ... ............ 
Evaluerings .......... ... ...•................... . ..... ... .... 
§.2 Indien die volgende aspekte van programme in u veld 
ingesluit word, plaas I'n J in die blokkie vir JA, en 
I'n N indien NEE 
Oie kl~m val op bemarking en verkoping van dienste ......... . 
I'n Kommunikasiestrategie word toegepas ..................... . 
Media seleksie vind plaas .................................. . 
Effektiwiteit van diagramme word toegepas ...... .... ........ . 
Plek vir embleme word gemaak ............................... . 
Plek vir uniforms word gemaak ................... ...... ..... . 
Identifisering met die organisasie word aangemoedig ........ . 
Aandag word geskenk aan die geboue wat die organisasie 
huisves ........................ ............. ............... . 
Werksidentiteit van aile personeel met die organisasie word 
gekoester ...................... . ..... . ....... . ............. . 
Personeel openbare-kommunikasie program word ingesluit ..... . 
Uiterlike voorkoms van die gebou word ingesluit ............ . 
Ontwikkeling van personeel-houdings teenoor kliente kry 
a andag ..................................................... . 
Toekoms vir personeel opleiding en ontwikkeling kry aandag .. 
Navors ings - moont I ikhede .............. ..... .... . ............ . 
Met ing van resul tate bereik .. . ..................... .. ...... . 
Beplanning vir spesifieke toekomstige aksie ... ... .. ........ . 
Evaluering .•..........•........ .............. .... ..... ..... . 
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6. SKAKELWESE-STRATEGIE VIR OIREKTE OIENS WELSYNORGANISASIES 
********************************************************* 
Indien u met die volgende stell ings saamstem, plaas " n J in die 
blokkie vir JA en I'n N vir NEE 
Welsynsorganisasies het positiewe openbare beelde .......... . 
Welsynsorganisasies sal baatvind by die gebruikmaking van 
s k a k e I we r k - s t rat e g i e' ....................................... . 
Gemeenskapswerkers is toegerus om skakelwerk te beoefen .... . 
Skakelbeamptes is toegerus om gemeenskapswerk te 
beoefen ~ ........................................................... . 
Skakelwerk-tegnieke kan by gemeenskapswerk ingesluit word .. . 
Welsynsorganisasies beoefen goei e skakelwerk .... ~ . ......... . 
U sal baatvind by skakelwerk t~orie om effektiewe 
gemeenskapswerk te beoefen ................................. . 
Positiewe skakelwerk beleide sal die beeld van "n welsyns -
organisasie bevorder, en lei tot meer effektiewe gemeenskaps-
werkpraktyke .................... .. ........ ... ..... .. . ... ... . 
Oit is noodsaaklik om skakelwerkteorie en praktyk by 
gemeenskapswerk dienste in te sluit .........•............... 
. '
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7. ADISIONELE AANMERKINGS 
********************** 
~ B A I E DAN K I E V I R DIE T Y D W A T U 
A F G EST A A N H E T V I R DIE VOL TOO I N G 
V A N HIE R DIE VRAELYS D I T W 0 R D 
o PRE G WAARDEER 
VOL TOO I DEUR: 
DATUM 
'. 
Adm i n i s-
tration 
-lr Secretaries 
1 
Assistant 
P E DEAF ASSOCIATION STRUSTURE 
E X E CUT I V E COM MIT TEE 
CHAIRMAN 
... _ .._-j 
[~;CE~~HAIRLADY I 
I 
S TAN DIN G COM MIT TEE S 
.t, 
Trustees House & Tec. Finance Welfare Education 
Audio-
metry 
4-
Hearing'\.Aid 
Consul t·ants 
& Trainee 
, 
... v 
Ass i s. Adm>in 
c I e'r k 
I DIRECTOR 
, 
D EPA R X MEN T S 
Finance 
1 
~- .... 
Book- Assis. 
keeper 
Social 
Welfare 
Services 
.J, 
Senior Social 
Worker 
I 
~ - .v 
Fund- Social 
rai- Wo/"-
ser;s kers 
After Care 
Centre/ 
Workshops 
.j, 
supelisor 
Assistant 
1 
Students 
Reubin 
Birin 
School 
"-Principal 
I 
J; .j, 
Tea- Admin. 
chers Staff 
J 
Pup-
i I s 
' , ' ...... . 
>, 
.J, 
Care-
taker 
,j, 
Driver 
Mu I t i-
racial 
Pre-School 
.j, 
Teachers 
1 
Pup i Is 
;.. 
'" 
"'" ~ 
.... 
>< 
l">j 
..... 
'" a 
"" > 
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DIRECTORS JOB DESCRIPTION 
1. WHY THE JOB EXISTS 
The Welfare Organisat ion has expanded all of i'ts services 
since 1986, and this rapid growth has created the need for 
an on-site management post to alleviate. the workload of a 
voluntary chairman. It also provides continuity of growth 
and current service rendering through a succession of 
chairmen to keep efficient and effective systems 
implemented for the benefit of the Association and the 
peopl e that they serve. It wi II enhance product ivi ty and 
ensure results within a business philosophy. 
2. CONTENT AND DESCRIPTION 
2.1 Administration 
The Director shall ensure that leave registers, 
registers, log books, diaries, questionnaires, 
quotations are done when required and are kept 
staff members. 
~ 2.2 Appointment of staff 
attendance 
orders and 
updated by 
The Director is to ensure that vacancies 
filled with conlpetent people as soon as 
conjunction with the executive committee. 
in staff are 
pass ibl e in 
2.3 Social work duties 
All the dut ies as stipulated in the soc ial workers job 
description are attached. 
2.4 Broad working knowledge of departments 
The Director 
the contents 
a hands-on 
assistance. 
2.5 Delegation 
shall underta/ce to 
of ,each department 
approach shou I d 
acquaint herself fully of 
so that she can assist on 
the depa r tmen t requ i re 
The Director shall delegate dut iesto staff memb e rs qnd 
shall follow up on them to ensure tha,t they are carried 
au t. 
2.6 Supervision 
The Director shall supervise the caseloads and social work 
administration of the social workers and hold group 
supervision sessions once monthly. 
2.7 Programme compilation 
The Director shall be responsible for the compilation of 
an effectiv~ programme with detailed sub programm es to be 
' -
submitted 
Cape and 
subsidies 
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to SANCD, regional welfare boards in the Eastern 
the relevant state departments to ensure that 
are forthcoming for the social work posts. 
2.8 After-care centre 
The Director is to oversee the after-care centre and 
enSl re that programmes and documents reach the department 
of Manpower timeously to ensure that sub s idies for 
training unemployed people are forthcoming and are 
correctly utilised. 
2.9 Conferences 
2.10 
2.11 
The /pirector or her nominee is to attend all local, 
regional and nat ional conferences and seminars pertaining 
to the field of the hearing impaired or the workings of the 
Deaf associat ion to ensure that knowledge is Icept up to 
date and relevant for the benefi t of the cl ients al1d the 
association. 
Research 
The Director is to undertake research and feasibility 
stud ies benefiCial to the cl ients and the 'Deaf associat ion 
as and when necessary and to report back on her findings 
to the chairman and the executive committee. 
Audiometric department 
The Director is to oversee this department and is to 
ensure that it is professionally and profitably run on a 
dai ly basis. 
2.12 Finance 
The D.irector is to ensure that budgets are 
accurately with detailed income and expenditure, 
carefully monitor spending and fundraising. 
3. COMMUNICATION CHANNELS 
C omp i led 
and is . to 
The Director is to be the link between all department heads 
and the chairman with the executive committee . 
.. "" 
DATE: 1989/10/02 
NAME: 
John Do,! 
CHAIRMAN 
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MINIMUM WORKING/SERVICE CONDITIONS FOR EMPLOYEES OF THE 
MLFARE ORGANISATON 
PRINCIPLE 
It is important for associations to subscribe to minimum conditions of ' 
employnent in the best interests of employees and the employing bodies. . ... 
FULL DAY STAFF 
1. APPOINIMFNI' OF STAFF 
1.1 Certified copies of relevant 
service certificates. references 
degrees or diplomas and regis-
tration certificates should be 
submitted when making applica-
tion for a post. 
1.2 A written appl ication for 
employnent must be submitted. 
1.3 A service contract should be 
signed by both employer and em-
ployee. and every employee 
shall be provided with a clear 
and concise job description and 
letter of appointment upon 
entering the service of the 
employer. 
2. PROBATWVARY PERIOD 
Employees may be required to 
serve a probationary period of 
three months which can be exten-
ded for a maximum of a further 
three months before being app-
ointed to the penmanent staff. 
3. TERMINATION OF SERVICE 
3.1 One calender months written 
notice shall be given in re-
spect of the penmanent staff 
on or before midnight on the 
last business day of the month. 
3.2 24 Hours notice may be given in 
the caSe of probationary and 
temporary staff . 
. 
. ' 
HALF DAY STAFF 
1.1 the same. 
1. 2 the same. 
1.3 the same. 
the same. 
3.1 1\1.0 ca I ender"\veeks wr it ten 
notice . .. 
3.2 the same . 
, 0 " • 
4. LEAVE 
4.1 Annual vacation leave 
(a) 20 'WOrking days per annum 
(b) No more than 50 % of 
leave may be accumulated 
annually. 
(c) Accumulated leave may be 
treated as a cash payment 
in the event of death, re-
tirement or resignation. 
(d) All leave shall be taken 
at the convenience of the 
employer. 
4.2 Sick leave 
(a) 10 'WOrking days ... 
(b) the same. 
(c) the same. 
(d) the same. 
(a) 30 'WOrking days fully pa id (a) 20 . . . 20 ... and 20 ... 
sick leave per a three year 
cycle. 30 'WOrking days on 
half salary and the rest 
up to a maximum of 30 days 
to be unpaid. One cycle may 
not carryover into the next. 
(b) A medical certificate must (b) the same. 
be provided for sick leave 
taken in excess of t'WO days, 
and the employer reserves 
the right to refer the em-
ployee to a se,c;ond doctor 
at the cO'llpan .y.l,s expense 
should the req~est be 
reasonable. 
(c) Appropriate forms should (c) the same. 
be filled in when taking 
sick leave. 
4.3 Maternity leave 
Maternity leave, unpaid, may be 
taken for a maximum period of 
twelve weeks. 
4.4 Long leave 
4.3 the same. 
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(a) Long leave after an unbro-
ken period of five years 
service shall be 20 'WOrking 
days within 12 months of 
the anniversary date. 
(a) ... 10 yea~ 
days 
10 working 
(b) On termination of service, 
payment in lieu of long leav 
wi II not be made. 
4.5 Study leave 
(b) the same. 
(a) Study tkave shall be granted (a) 10 'WOrking days .. .. 
towards cO'llpletion of post .. ' " 
'. 
graduate studies related 
to thL employees profession 
to the value of 30 working 
days per degree. 
(b) Long leave may not be taken 
in a year in which study 
leave is taken. 
4.6 Compassionate leave 
(b) the same • 
(a) Compassionate leave to be (a) the same 
value ·of 3 working days may 
be taken for the death of a 
direct member of the family 
i.e. Sibling, parent, child 
or spouse. 
(b) In exceptional circumstances (b) the same 
additional leave may be 
granted at the discretion 
of the executive committee. 
4.7 Unpaid leave 
All unpa id I eave wi II retard the the same. 
date of annual salary increments, 
annual and long leave by a 
period equivalent to the period 
of unpaid leave. 
4.8 Christmas leave 
An additional leave period to a 
maximum of three working days 
will be granted between Christ-
mas and New Year. 
4.9 General (leave) 
(a) Application for leave 
shall be made on a pre-
scribed fonn and submitted 
to the chainnan ~hrough 
the Director for ratifica-
tion. 
(b) A register of all leave 
shall be kept by the book-
keeper. 
5 • HOURS OF lIDRK 
(a) 
(b) 
From 08:00 till 16:00 to 
make up a 40 hour . week. 
There will be no payment for 
overt ime worked. 
the same 
(a) the same. 
(b) the same 
(a) 
(b) 
from 08:00 till the time 
specified in the individual 
contracts. 
the same. 
21 .1 
, . - ~. 
6. SALARIES 
(a) Salaries will be detennined (a) the same. 
in accordance with position 
held, appropriate qualifi-
cation and experience. 
(b) In the event of any dispute (b) the same. 
regarding salary, the emp-
loyee is entitled to lodge 
a written statement to 
managemen t . 
(c) Salaries shall be reviewed (c) the same. 
annually. Increments shall 
not be granted automatically, 
but will be based on merit. 
(d) A pens i on fund is avo i lab 1 e (d) the same. 
should staff wish to sub-
scribe. 
(e) A medical aid scheme is (e) the same. 
available should staf wish 
to subscribe. 
(f) No services for remunera- (f) the same. 
tion after office hours 
may be done. 
7. RESPONSIBILITY 
(a) It is specified in each job (a) the same . 
description to whom employ-
ees are responsible. 
(b) The Director shall be an (b) no appl icable . 
ex-officio member of the 
executive committee. 
(c) Employees may be requested to (c) the same. 
attend a full or a portion of 
executive committee meetings. 
8. TRAVELLING EXPENSES 
(a) The employer is responsible (a) the same. 
for previous approved travel-
ling expenses incurred on long 
distance travel in the course 
of their work. 
(b) Car allmronces wi II be paid (b) · the same. .. 
to employees in accordance to 
individual service contracts. 
9. 
(a) The assessment and evalua- (a) the same. 
tion of the work perfonnance 
of employ~es shall be part of 
a continuous process carried 
out by the Director or depart 
ment head. 
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(b) If at any time such asses-
sment indicates unsatis-
factory standards, the em-
ployer shall be infonmed 
accordingly by the executive 
committee and in a case of 
failure to improve work 
perofnmance, management may 
resort to the following 
steps:-
- issue a verbal warning 
- withold an annual increment 
- issue a final written 
warning 
tenminate the service of 
the employee 
10. DISMISSAL 
(b) the same. 
(a) In the ·event of an employer (a) the same. 
having decided to tenminate 
the services of an employee, 
written notice shall be 
served. 
(b) The employer shall cause to (b) the same. 
be minuted the reasons why 
it wi shes the serv ices of th 
Mid enip'loj;ee to be tenmina-
ted. 
(c) No employee shall partici- (c) the same. 
pate in any political or 
ideological activity which 
is or could be detrimental 
to the child welfare move-
ment. 
(d) Breach of the Umns of (d) the same. 
CHAIRMAN 
th Is doiltmltnf w'li cons t i-
tute grounds for dismissal. 
. 
. . 
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APPENDIX E4 
I. the unders igned 
THE WELFARE ORGANISATION 
UNDERTAKING OF 
CONFIDENTIALITY 
21 6 
•••••••••••••••••••• • ••••••••••••••••• • °
0
' ••••• • ••••••• • •••••••• 
an employee of the Welfare Association (hereinafter ref erred to 
as WAY do hereby agree and undertake in favour of WA that: 
1. I shall not during the period of employment wi th WA or at 
any time thereafter utilise for myself or for any other 
person. or disclosure to any oth e r person. ANY informat ion 
relating to the business and workings of WA. 
2. I will surrender to WA on demand. and in any event on 
termination of my employment with WA . any documents or 
records including written instructions. notes or memoranda. 
and any copies thereof which relate to the business of WA. 
irrespect ive of who the author was of any such document or 
record. 
3. I shall /(eep all documents in ' my possession strictly 
CONFIDENTIAL and should I make any of these contents of 
said documents known to any other party employed at WA. or 
any other person. I shall be dismissed with immediate 
effect foregoing any benefits which may have been due to 
me. 
4. Should I be discovered indulging in any idle gossip . 
scandal mongering or maligning of any personnel. or present 
office bearers of WA. I shall be severely discipl ined 
foregoing the normal disciplinary proced'ur e of first 
obtaining a warning. Should the transgression be of a 
serious enough nature. I shall be dismissed after a hearing 
with immediate effect foregoing any benefits which may _have 
been due to me. 
5. The undertakings referred to herein are entirely rea80nabl ~ , 
and I accept the terms hereof un c onditionally belfeving 
them to be in the best interests of WA . the peop 'le that I 
serve and the people that I work with. 
DATED AT ••••••••. • .••••.•.• THIS ••••••••. DA},' OF •... • 19 •.. . 
SIGNATURE ••••••••••••.••••••••...••. 
NAME IN CAPITAL LETTERS •••• • •••••••• . • • .....•••.•.•..••.•..••• 
,WITNESSES: 
. ~ . 
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THE CONSTITUTION OF THE PORT 
ELIZABETH ASSOCIATION FOR THE DEAF 
'. 
, 
.. 
APPENDIX E5 
p. E DEAF ASSOCIATION 
(AMENDED 1989) 
1. NAME 
The name of the Association shall 
be THE PORT ELIZABETH DEAF 
ASSOCIATION, hereinafter referred 
to as the Association. 
2. OBJECTS 
The objects of the Association 
shall be to protect the interests 
and promote the welfare of the 
deaf and hard-of-hearing in the 
area of its operation, and to 
collect funds and donations and 
employ workers in order to pro-
vide educational, remedial and 
detection services, and to per-
fonn all acts that can serve to 
promote the achievement of the 
above stated objectives. 
• . .
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THE PORT ELIZABETH ASSOCIATION ' 
FOR THE DEAF (AMENDED 1990) 
1. NAME AND CONCEPT 
171e name of th i s body sha 11 be tl](" 
Port El izabeth Association for th. 
Deaf, which is herein referred to 
as "the Association". 
The Association shall cater for 
all of the hearing impaired in th p 
Eastern Cape in order to assist 
them in acquiring such knowledge, 
ski 11 s and expel' i ence, as we II as 
encourage them to establish inde-
pendence and an acceptable standa, 
of living. 
2. OBJECTIVES 
The objectives of the Associatim 
towards all hearing impaired peoplr 
sha II be: 
2.1 To initiate, develop and maintain 
projects for the welfare of the 
hearing impaired. 
2.2 To investigate the conditions of 
the hearing impaired in the area 
of the Association and generally 
to act for the protection of 
their interests and to promote 
their well-being. 
2.3 To investigate any question or 
proposal with reference to the 
conservation Of hearing, educatio' 
and training, employment ~r well-
being of the deaf, ' or otherwise 
affect ing their interell; and 
to give advice, counsel and ' 
assistance in connectiontherewitll 
...• 
2.4 To raise funds in such a manner 
as the Association 01' its execuU .'." 
comni ttee sHall deem fi t for the 
furtherance of said objectives. 
2.5 To appoint such officials and 
employees as the Association or 
its executive comnittee may cons; , .,. 
to be necessary for the carrying 
out of its objecfives ' and activit 
including the appointment of a 
Director of the Assoc.iat ion . 
' .. 
3. AREA OF OPERATION. : 
The Association shall conduct 
its activities and collect con-
tributions in the magisterial 
districts of Port Elizabeth and 
Ui tenhage. 
4. STATUS 
4.1 
4.2 
4.3 
The Association shall have full 
legal personality and therefore, 
the capacity to bear rights and 
obligations, the capacity to con-
clude juristic acts and the 
capacity to sue or be sued in 
its OMt name. 
All assets, funds and property 
of the Association shall be held 
and/or registered in the name of 
Association. 
Any property or income of the 
Association shall be utilised 
solely in the furtherance of its 
aims and objects and it shall 
be prohibited from tansferring 
any portion thereof directly or 
indirectly in any manner whatso-
ever so as to profit any person 
other than by woy of the pay-
ment rn' good faith of reasonable 
remuneration to any officer or em-
ployee Of the Association for any 
services actually rendered. 
5. MEMBERSHIP 
There shall be the following 
categories of members in the Assoc-
iat ion: 
5.1 Ordinary members 
Any person who subscribes an amoun 
to be determined by the Executive 
Committee shall be an ordinary 
member for the year in which he/ 
she subscribes or for the portion 
thereof unexpired at the date of 
his/her subscription. 
5.2 Honorary Life Members 
Any person who by reason of 
having rendered.distinguished 
services to th~'Association can 
be elected as honorary life mem-
ber at an Annual General Meeting 
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AREA 
The area of operation and fund~ 
raising of the Association shall 
be the Eastern Cape including ' areas 
from Knysna in the South to HOfmeyr 
in the West and Port A IIred towards 
the North , with Port Elizabeth' as 
the main centre. 
STATUS 
.1 The Association shall have full 
legal personalIty and therefore, 
the capacity to bear rights and 
obI igations, the capacity to con-
clude juristic acts and the 
capacity to sue or be sued in its 
OMt name. 
.2 All assets, funds and property of 
the Association shall be held and / or' 
registered in the name of the 
Association. 
4.3 Any property or income of the 
Association shall be utilised 
solely in the furtherance of its 
aims and objectives and it shall 
be prohibited from transferring 
any portion thereof directly or 
indirectly in any manner what-
soever so as to profit any 
person other than by way of the 
payment in good faith of reasonable 
remuneration to any officer or 
employee of the Association for 
any services actually render,ed. 
5. MEMBERSHIP 
5.1 
Thf Association shall comprise the 
following: 
Ordinary members 
Any person who subscribes an amount 
to be determined by the executiye .. 
committee shal~ be a member for 
the two year period in which he/ 
she subscribes ,or for the portion 
thereof unexpired at the date of 
his/her subscription, should they 
be acceptoble. 
5.2 Honorary Life Members 
Any person who by reo son of having 
rendered distinguished services to 
the Association can be elected as 
an honorary life member at a Bi-
Ennial meeting on recommendation 
'., 
on recommendation of the 
Executive Commi ltee. 
5.3 Representative members 
Any person who is appointed by 
any department of the Central, 
Provincial or municipal govern-
ment to serve on the Executive 
Committee either by application 
or invitation, shall be a 
representative member without 
the power to vote. 
5.4 Co-opted members 
The Executive committee may at an 
time co-opt any person as a membe 
thereof· 
6. TERMINATION OF MEMBERSHIP 
6.1 The Executive committee may at 
any time, on at least two-thirds 
of those present and voting in 
favour at a duly ponstituted 
mee t i ng, have t/lie. power to remove 
a member for such period and on 
such tenns as it may prescribe. 
6.2 Any member of the Association 
desiring to resign from member-
ship shall signify such inten-
tion in writing to the Secre-
tary and cease to be a member 
on receipt of such resignation. 
7. PATRON 
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of the Executive Committee. Life 
members do not pay membership fees. 
5.3 Representative members 
Any person who is appointed by any 
relevant department of the Central, 
Provincial or municipal government 
to serve on the Executive. Committee 
either by application or invitation 
shall be a representative member 
strictly ex-officio. 
5.4 Co-opted member 
The Executive Commi tte may, wi th 
a majority approval, co-opt any 
person who by common consent is 
recognised as having contributed 
meaningfully in Community Life and 
is capable of advancing the cause 
of the hearing impaired. The 
co-opted member shall be invited 
in writing and shall reply and 
accept in writing, and have voting 
rights . 
Any application for membership shall 
be on the prescribed fonn and shall 
be considered by the executive commit-
tee. 
Membership tenninates on written resig-
nation of the member; or by reso lution 
of the association or its execu tive 
committee if a member has missed three 
meetings without tendering an apology. 
The Association shall elect a 6. PATRON 
president at an Annual General 
Meeting who shall be an ex-officio 
member of the Executive Committee, 
whose office shall be purely 
honorary. 
The patron Of the Associat ion shall 
be the first citizen of Port Eliza-
beth. This shall be an honourdry 
pos i tion. 
7. PRESIDENT "i 
The Association is empowered . to 
nominate. an honorary president 
at a Bi-Ennial meeting who shall 
be an ex-officio member of the 
Executive Committee, whose office 
shall be purely honorary. 
8. DISQUALIFICATION OF MEMBERS 
8.1 The Executive Committee may for 
-.:. 
8. ORGANISATI~ STRUCTURE 
The organisational structure of 
the Association shall comprise: 
(a) The Executive Committee 
(b) The Standing Committee 
9. EXECUTIVE CCM\fITIEE 
9.1 The Executive Committee shall 
consist of ordinary members 
(at least seven but not more 
than twenty-one members shall 
be elected at the Annual Gene-
ral Meeting), representative 
members and co-opted members. 
9.2 The Executive Committee shall 
from its ordinary members ap-
pOint annually a chairman, who 
shall not serve for longer than 
three consecutive years, a vice 
chairman and treasurer. 
10 STANDING CCMtlITIEES 
In order to facilitate its work, 
the Executive Committee shall have 
the pawer to appoint standing 
committees from among members of 
the Association' the to assign to 
each standing 60mmittee defined 
functions and responsibilities. 
. 
. ' 
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any good reason institute an 
enquiry into the conduct of any 
member past or present and if 
such conduct is detrimental to 
the Association past or present 
or its members, the persons appli-
cation for membership or present 
membership may be turned down or 
terminated respectively. 
8,2 If a representative member ceases 
to have a position in such organi -
sation, he/she shall from that 
day cease to represent the organi-
sation, and such organisation sha!.l 
be entitled to nominate an alter-
native representative. 
9. ORGANISATI~ STRUCTURE 
9.1 
9.2 
9.3 
9.4 
9.5 
The organisational hierachy shall 
comprise: 
Office bearers 
Executive Committee 
Standing Committees 
The directorate 
Staff 
10. CCtW.1ITIEE STRUCTURE AND V(JfING 
PROCEDURES 
10.1 The Executive Committee shall com-
prise 11 hearing and 11 hearing 
impaired members to be elected 
by being nominated and seconded 
in writing by members 14 days 
before the Bi-Ennial meeting. 
These nominations are to reach 
the Director 14 days before the 
Bi-Ennial meeting on the pre-
scribed form and shall bear the 
signature of the prop'oser, 
seconder and nominee, who shall 
be members in-'good standing. 
The executive committee shall · 
appoint the chairman, vice-chairman 
and a trustee to assist the Directo ; 
in handling nominations at close 
of nominations. 
Voting at the Bi-Ennial meeting 
shall be by ballot and at the con-
clusion of the · ba~lot, the 22 
persons receiving the greatelft 
number of votes, shall · be declared 
duly elected, provided that if · 
an exact number or lesser number 
11. PERIOD OF OFFICE 
All members of the Execut ive Coomi t 
tee shall continue in office until 
the next Annual General Meeting. 
A member shall, however, vacate 
his seat if he resigns, cirmisses 
secutive meetings of the Executive 
Coomi t te wi thout I eave of absbce 
granted by the Executive Coomi t tee . 
12. VACANCIES 
Vacancies occuring on the Execu-
tive Coomittee before the date 
of the Annual General Meeting 
shall be filled by the Executive 
Coomi ttee. 
, 
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has been nominated they be de-
clared elected should they meet 
the necessary standards. ' 
Only members of the Association 
in good standing shall be e ligibl e 
for nomination and e lection as 
members of the Executive Coomittee. 
10.2 The Executive Coomittee shall 
appoint a Chainnan, Vice-Chainnan 
and treasurer from the newly 
elected 22 members. Said office 
bearers shall hold office for 
two consecutive years and may 
be re-elected for a further tenn 
of office if more than 50 % of 
the Execu tive Coomittee desires 
the situation to remain so. 
10.3 In order to faCilitate its work, 
the Executive Coomittee shall 
have the power to appoint standing 
Coomittees who may in turn appoint 
members from the members of the 
Association, and to assign to 
each standing coomittee defined 
functions, goals, objectives 
and responsibioities. The 
following standing coomittees 
may be appointed: 
10.3.1 Finance and fundra is ing 
10.3.2 House and Technical .. ... 
10.3.2 Education 
10.3.4 Welfare 
10.4 All 'office bearers and members 
of the Executive Coomittee shall 
con tinue in office until the nex,t 
Bi-Ennial meeting. A member shall, 
however, vacate his/her seat if , 
he/she resigns or if he/she absents 
him/herself f~om more than three 
consecutive Executive Coomittee 
meetings without leave of absence 
from said Executive Coomittee. 
10. 5 Vacanc i e s occur i ng on the Execu ti '\)(' 
Coomittee before the date of the 
Bi-Ennial meeting shall be filled 
by the chainnan and his office 
bearers appointing a co-opted 
member who by coomon consent is 
recognised as having contributed 
meaningfully in coomun ity life and 
is capab le of advancing the cause" 
the hearing impaired. 
13. PrmFRS OF EXECUf1VE CClvru1TTEE 
13.1 
13.2 
The Executive Committee shall 
detennine the broad policy and 
be responsible for the management 
of the Association. 
The Chainnan, Vice-chainnan and 
treasurer shall have power to mak 
decisions in an emergency and to 
carryon business between meet-
ings of the Executive Committee, 
bu~ all actions and decisions 
of the Chainnan, Vice-Chainnan 
and treasurer shall be reported t 
the Executive committee for 
confinnation at its next meet-
ing, and shall deal with such 
matters referred to them by the 
Executive Committee. 
• J 
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1. PCN/ERS AND FUNCf I ONS OF THE EXEClfl'l 
CClvru1TTEE 
1.1 The affdirs of the Association 
shall be conducted and controlled 
by the Executive Committe 'Ahich .-
shall have power to transact ali" " 
bus iness of the Association and . 
to incur the necessary expenditure 
for same. Without derogating from 
the generality of such power, 
the Executive shall be entitlere 
11.1.1 to fix and pay the remuneration 
of its employees and auditors, 
as well as for professional or 
other services require for the 
affairs of the association. 
11.1.2 to detennine the broad policy, 
and through the Director, be 
responsible for the management 
of the Association. 
11.2 The quorum for a meeting of the 
Executive Committee shall compris e 
at least one half of the total 
members thereof . 
11.3 The Chainnan, vice Chainnan, and 
Treasurer in conjunction with 
the DJrector sha 11 have power 
to make decisions in an emergency 
and to carryon business between 
meetings of the Executive Committ e' 
Said action shall be fully report e, 
at the next Executive Committee 
meeting. 
11.4 The first meeting of the newly ' 
appo in t ed Execu t i ve Commit t ee 
(for which there need be no 
agenda) to be attended by the 
Director shall be held irrmediat e ly 
following a Bi-Ennial meeting. 
The main purpose of such a meeting 
shall be for r .. 
- discussing future strategy and 
set t I ing upon a date for the . 
next Executive meeting. 
11.5 Meetings of the Executi~e Committ e' 
shall be convened on a month~y 
basis by the Director, for 'Ahich 
the agenda and relevant reports 
shall be sent to members at least 
7 days before eaCh mee ting. The 
director shall convene a special 
meet ing of the ExecuJive Commi-ttee 
on adequa t e no ti ce upon rece i p t by 
14 . MEETINGS 
14.1 Annual and Special General 
14.1.1 The annual general meetings 
shall be held as soon after 
the close of theAssociat ion"s 
financial year as possible 
(no later than the end of 
August) for the transaction 
of the following business: 
(a) Minutes of the previous 
Annual General Meeting 
(b) Annual report of the 
Association 
(c) Audited balance sheet and 
-statement of income and 
expenditure and the 
auditors report. 
(d) Elections 
(e) Any other business which 
in terms of this con-
stitution may only be 
dea It wi th a t an Annua I 
General Meeting for which 
a notice of motion has 
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him/her of written request for 
same signed by at least two member, 
of the committee. 
11 . 6 The Director shall arrange the 
services of an interpreter (other 
than a committee member) at all 
meet ings of the execut ive commi t te( 
11.7 At each Executive Meeting, every 
question shall be decided by a 
majority of votes on a show of 
hands unless a ballot is demanded 
before such vote is taken, in 
which case scrutineers shall be 
the Director and a member of 
staff. Each Executive Committee 
member shall have one vote, and 
in the eventuality of equal votes , 
the Chairman shall exercise a 
casting vote in addition to his 
ordinary vote. 
11.8 The executive committee may issue 
a standing invi tat ion to all 
appropriate state departments to 
attend said meetings and to act 
in an advisory manner, but withol/ ! 
vat ing rights. 
12 MEETINGS 
12.1 Bi-Ennial Meeting 
12 . 1. 1 The Bi-Ennial meeting shall be 
held as soon after the close 
of the associations financial 
year as possible (March) but 
shall be held no later than 
June. 
12.1.2 The following business shall 
be transacted: 
12.1 . 2.1 Minutes of the previous Bi-
Ennial 
12.1.2 . 2 Bi-Ennitl report of the 
association 
12.1.2.3 Audited balance sheets and 
. ""-
-statements or- income and ex-
pendi ture 
12.1.2.4 Elections 
12.1.2.5 Any other business which in 
14.1.2 
been submitted, and 
any other matter de-
cided by the executive 
comni t tee. 
In addition to the members of 
the Association of all cate-
gories as defined in this consti- 12.1.3 
tution, members of the public 
and guests may be invited to 
the Annual General Meeting but 12.1.4 
only ordinary members and 'Such 
others whohave been granted 
voting rights shall exercise II 
vote and be eligible for 
election. 
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terms of th is cons t i tuti on may 
only be dealt wi th at . a Bi-Ennia', 
meet ing for which a not ice of 
motion has been submitted , and 
any other matter decided by 
the Execut ive Comni ttee. 
The quorum for the Bi-Ennial 
meeting shall be 25 members. 
Only paid up members and such 
others who have been granted 
voting rights shall exercise 
a vote and be eligibl e for 
election. 
14.1.3 A special general meeting may 
12.1 . 5 At l east 30 days written notice 
shall be given of a Bi-Ennial 
meet ing. be called by the executive 
comnittee or by any seven members 
of the Association on requi-
sition signed by them stating 
the business which they 
desire to be considered at 
such meeting. At least 14 days 
notice of any such meeting shall 
then be given by the secretary 
to all members, which notice 
shall state the business to be 
brought before the meeting, and 
such meeting shall be competent 
to deal with such business 
only. 
14.2 EXECUTIVE COMMITTEE 
The executive comnittee shall 
meet at least ten times in each 
financial year. 
, 
" 
12.2 SPECIAL MEETING 
12.2.1 'A special meeting may be called 
by the executive committee or 
by any ten members of the Asso-
ciation on requisition signed 
by them stating the business 
which they desire to be con-
sidered. 
12.2.2 At least 14 days notice of such 
meeting shall be given by the 
Director to all members of the 
executive comnittee, which noti ce 
shall be competent to deal with 
such business only. 
12.2.3 The quorum for ' the special meet.if", 
. sha II . be 11 members or more. 
If no quorum is present within 
30 minutes of the time fixed ' 
for any meeting, such meeting 
sha 11 be reconvened by not ices 
be ing given to all .executive 
members and at such ' reconvened 
meetings, those present shall 
form the re~ired quorum. 
12.3 EXECUTIVE COMMITTEE MEETINGS 
12 . 3.1 An executive committee mee.ting 
shall be held at least ten times 
in each financial year. 
12.3.2 Notice of said meeting shall 
reach executive comnittee members 
by at least 7 days prior to the 
meeting and shall be given by 
the Director. Accompanying agene!, · 
and reports shall comprise : 
14.3 STANDING COMMITTEE 
A standing committee shall meet 
as stipulated in its term of 
reference. 
15. BY LAw.') 
The executive committee shall 
have power to frame by laws for 
the conducting of the affairs 
of the Association within the 
area of its jurisdiction and to 
alter and repeal such by laws as 
it deems fit, provided such by 
laws are not in conflict with 
this constitution. 
16. QUORUM 
16.1 The quorum required at: 
(a) an Annual General Meeting 
shall be fifteen ordinary 
members 
(b) An Executive Committee 
meeting five members 
(c) A Special General Meeting 
fifteen members 
16.2 If no quorum is present within 
thirty minutes of the time 
fixed for any meeting such 
meeting shall be reconvened 
by notices being given to all 
members. 
At such reconvened meeting, those 
present shall form the required 
quorum. 
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12.3.2.1 Minutes of the previous meet in· 
12.3.2.2 Financial Reports · 
12.3.2.3 Departmental Reports 
12.3.2.4 Directors Report . 
12.3.2.5 Reubin Birin school progress· . 
report. 
12.3.2 .6 Pre School class progress rep01 
12.3.3 The quorum for the executive 
committee meeting shall comprise · 
at least one half of the total 
members thereof i.e. 11. If 
no quorum is present within 
30 minutes of the time fixed 
for any meeting, such meeting 
shall be reconvened by notices 
being given to all executive 
members and at such reconvened 
meetings, those present shall 
form the required quorum. 
12.4 Standing Committee meetings 
13. 
The standing committees are to 
arrange their own mee tings in 
order to accomplish their goals 
and objectives, and the chainr.~ 
of each standing committee will 
report back to the executive 
committee meeting. 
OFFICERS AND OFFICIALS 
The executive committee shall at 
its discretion appoint: 
17. FINANCIAL YEAR 13.1 A director, who shall be the chief 
executive officer of the Associati(' 
and sha I I have cha rge and cus t ody The financial year shall be from 
1 April to 31 March provided that 
this shall be changed automatically 
to comply with any statutory require 
ments that may be contained in futur 
legislation. 
, 
.'. 
of and' be responsible for the . 
Associations deal ings, records, 
corresponden~, documents, assets 
and staff. The Director, or his/ 
her representative, Shall be. in 
attendance at all executive 
committee meetings. 
13.2 Such other paid secretarial, acco!}" 
ting , clerical, educative, tech-
nical, welfare and other offiCial s 
as · the executive committee .. shall 
determine. All staff apPointmeri'ts 
promotions and dismissals shall be 
made by and at the discretion of 
the Executive Committee in conjuncf 
with the Director; 
, -. 
.. , 
lB. NaTICES 
1B.1 At least fourteen days written 
notice shall be given of an 
annual general or special general 
meet ing. 
1B.2 At least seven days written 
notice shall be given of any 
meeting of the executive 
coorni t tee. 
1B .3 
1B.4 
At least thirty six hours 
notice shall be given of any 
meeting of the chainnan, 
vice chainnan and treasurer, 
but in cases of emergency 
this requirement may be 
dispensed with. 
Non receipt of any notice shall 
not invalidate the proceedings 
of any of the above meetings. 
19. PROPERTY OF THE ASSOCIATIfXV 
19.1 All property, be it movoole 
ar immovable belonging to the 
Association or to which it is 
or may become entitled shall 
vest in the Trustee for the time 
being of the Association and 
shall be the persons referred 
to in paragraph 21 hereof. 
19.2 Two of the said Trustees, when so 
authorised by the executive 
coornittee, shall have the. power 
to acquire , hold, alienate, 
mortage, exchange , let, hire or 
deal in any-manner whatsoever with 
the movah.le . and immovloole 
property on behalf of the 
association. 
, 
.. 
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13.3 Lega( and other professional 
advisors. . 
All such appointments shall continl/l 
until written notice of tennination 
of the appointments have been 
given by or on behalf of the Exec-
utive Coornittee then in office. 
14. NaTICE OF MEETINGS 
14.1 Time periods are stipulated under 
each category of meeting. 
14.2 Non receipt of any notice shall 
not invalidate the proceedings 
of any of the above meetings. 
15. PROPERTY OF THE ASSOCIATIfXV 
15.1 
15.2 
15.3 
Dv.nership of all movohle and 
immoveable property belonging 
to the Association shall be 
vested in the Association as 
the corporate body. 
The chainnan and two of the 
three trustees, when so authorised 
by the executive dommitte,shall 
have the power to acquire, hold , 
alienate, mortage, exchange, 
let, hire or'deal . in any manner 
whatsoever that is beneficial . 
to the Associat ion wi th. the movealJ f 
and immovoole property on behalf 
of the Association . 
There shall be three trustees 
appointed Bi-Enially· by the Execut l 
Conrni t tee. 
" -
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20. INDEMNITY 
The members of the Association 
and any of its employees are 
indemnified and held harmless 
in respect of any loss sus-
tained by the association as a 
result of any act bona fide 
performed or authorised by them 
in the course of their activities or 
tho performance of their duties on 
behalf of the association. 
21. TRUSTEES 
21.1 There shall be three trustees 
of the Association appointed 
annually by the executive commit-
tee. 
21.2 In the event of absence, the 
resignation or death of either of 
the said trustees, the executive 
committee shall be entitled to 
nominate and appoint an acting 
trustee pending the appointment of 
a successor. 
21.3 An acting trustee during his term 
of office shall have all such power 
and authority as a trustee. 
22. FINANCE 
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6. FINANCE -
22.1 The bookkeeper, on behalf of the 6.1 The director shall cause proper ,-
record to be kept in the associat; , , 
through the bookkeeper" of a II 
treasurer, shall receive and account 
for all monies paid to the associa-
t i on and SI:1O I II make a II paynen t 
sUbject to ' the Instruct ions of 
the executive committee. 
22.2 A banking account shall be opened 
in the name of the association and 
cheques shall be signed by any two 
Of the following: 
revenue and expenditure. Official , 
receipts shall be i ssued of all , ', 
mon i es rece i ved on beha I r of the' 
'Association, and proper vouchers 
to be obtained for all monies 
disbursed. The accounts and finan c ial 
re cords sha II be aud i ted and 
certified at least once every 
year by the appoint ed auditors. 
16.2 All receipts 'issued shall bear tl, ,' 
Signature of the Director or 
an authorised official appointed 
by him/her. 
16. 3 A I I paynen t s sha I I lie made by -
cheque. Such clleques sha II be 
signed by two persons as resolved 
by the executive conmittee, provil lC?d 
that one of the signatures shall 
Chainman, vice chainman, 
treasurer, secretary and book-
keeper. 
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be that of the Director or 
treasurer or chainman, and the 
other be a member of staff: 
i.e. the bookkeeper. 
16.4 The associat ion l,s financial ' yep 
shall be such as is detenmined 
by legislat ion and in the abseil 
of such legislation then on 31 
as the end of the financial yen 
16.5 Within 2 months after the clos p 
the financial year, a revenue 
and expendi ture account togethe 
with a balance sheet all duly 
audited, shall be drawn up and 
publ ished. 
16.6 The Association shall appoint 
auditors, duly qual ified in tel ' 
of the relevant act, and the In 
balance sheet shall be tabled 
at the Associations executive 
meeting and the Bi-Ennial meet i ' 
22.3 In tenms of regulation 5 (c) 16.7 In tenms of regulation 5 (c) (i 
of the FUndraising Act no. 107 
of 1978, all monies received 
including anything that can be 
exchanged for or converted into 
money, sha II be depos i ted to ti l 
credit of the PE Association f (, ' 
the Deaf in a banking instituti 
or building society in the Rep" 
of South Africa, or the Post 
Office Savings Bank. 
(i) of the FUndraising Act 1978 
(Act 107 of 1978) all money 
received including anything that 
can be exchanged for or converted 
into money, shall be deposited 
to the credit of the PE Deaf 
Association in a Banking Insti-
tution or Building Society in the 
Republic or the Post Office Savings 
Bank. 
• . .
17. BI-FNNIAL REPORT 
A report covering the activitie~ 
the Association over the precedi ' 
two years sha II be comp II ed by f.! " 
director and sutmittedto the 
members of the association at 
least 30 days before each ,Bi-
Ennial meeting. 
Such report shall incfude a revi""'-
by the chainman, reports, or ' ' 
extracts thereof by depar,tment I" 
treasurer" or cha inman .of s teind i II' 
comni t tees. 
, . ' 
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23. AMF:NfMENI' OF CCXVSfITUTICXV 18. AMF:NfMENI'S TO CCXVSfITUTION 
No change in the constitution of 18.1 Amendments to the constitution 
may be made at the Bi-Ennial the association shall be made save 
at the annual general meeting after 
thirty days notice has been given 
in writing to the secretary, 
meet ing or a special meet ing · 
cal/ed timeously for this purpose. 
stating the change proposed and such 18.2 
alterations shall only be made 
Notice of any amendment including 
the text thereof, sha II be .. given 
when carried by two thirds majority 
vote of members present and voting 
at such annual general meeting or 
special general meeting. Any pro-
to the director in writing at least 
30 days before the date of the 
meet ing. 
posed amendments shall be circul- 18.3 Members shall receive 14 days 
written notice of such special 
meeting, and a quorum shall con-
stitute 11 members or more. 
ated in writing to all members of 
the association not less than four-
teen days before the meeting. 
24. DEFINITICXV 
Deaf shall be held to include 
"deaf"; "deaf and dumb"; 
"deafened"; "hard of Hear ing" 
(i.e. partially deaf) persons. 
24. D1SSOWfiON 
25.1 The association may dissolve if at 
least two thirds of the members 
present and voting at a special 
general meeting of members con-
vened for the purpose of con-
sidering such matters are in 
favour of dissolution. Not less 
than seven days notice shall 
be given of such a meeting and 
the notice convening the meeting 
shall clearly state that the 
question of dissolution of the 
association and disposal of its 
assets will be considered. 
25.2 If there is no quorum at such a 
special general meeting, the 
meeting shall stand adjourned 
for not less than half an hour 
and the members present at such 
an adjourned meeting will con-
stitute a quorum. 
25.3 If upon dissolution of the asso-
ciation there remfiin any assets 
whatsoever after the satisfaction 
of all its debts and liabilities, 
such assets shall not be paid to 
If no quorum is present within 30 
minutes of the time fixed for any 
meeting, such meeting shall be 
reconvened by notices being given 
to· all executive members and at 
such reconvened meetings, those 
present shall form the required 
quorum. 
18.4 An appropriate text can be re-
ferred to legal council should 
the need or i se. 
19. DEFINITICXV 
In this constitution the term 
"hearing impaired" shall mean 
totally, partially or intermittentl y 
deprived of hearing, of a per§on 
or persons suffering from any 
such disability. 
20. DISSOLUTICXV OF THE ASSOCIATION 
20.1 If upon winding up · or dissolution. " -.~. 
of the Assoc iation, . there"rema iris, 
after the satisfaction "o f aU 
its debts and I iabi/ i ties, any 
property movabfll or inmovable , and 
monies, whatsoever, the same shall 
not be distributed among or paid 
to members and staff of the asso-
ciation, but shall be given or 
transferred to some other insti-
tut ions, inc luding bodies having 
objectives similar to those of the 
association, or having the welfare 
of the hearing impaired as one of 
their objectives, who are authorised 
in terms of the FUndraising Act 
107 of 1978 to collect conlributionR 
to be determined by the members 
of the association at or before 
or distributed among its members 
but shall be given to such other 
registered welfare organisations 
or registered fundraising organi-
sation preferably having similar 
objects as may be decided either 
by the members at the special 
general meeting at \lhich it was 
decided to dissolve the Associa-
tion, or in default of such 
decision as may be decided by 
the Director Of the fund raising. 
Should the association for any 
reason cease to function and its 
members cannot be present to dis-
solve it , the Director of fund 
raising shall dissolve the 
Association in terms of Section 
14 of the FUnd raising Act No. 
107 of 1978. 
, 
.' 
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the time of dissolution, and 
in default thereof, by the 
Director of fundraising. 
20.2 Special meeting procedures shall 
apply. 
20.3 Notice of any meeting of the 
Association for \lhich a resolution 
for the winding up or dissolution 
of the Association has been sub-
mitted, shall contain full 
information of the proposals of 
same, and any sttch T'P8olut ion 
will be bind i.rg if passed by a two 
thirds majority of vote at such 
meet ings. 
,. 
APPENDIX E7 
PORT ELIZABETH DEAF ASSOCIATION 
FUNDRAISING NO. 09900 141 0002 
ESTABLISHED 1935 
FIRST BI-ENNIAL REPORT 
YEAR ENDED 31 MARCH 1990 
OFFICES: 
PE DEAF ASSOCIATION, 59 PEARSON STREET 
CENTRAL PORT ELIZABETH 
TELEPHONE: 561188 (041) 
FAX 551273 (041) 
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ORDER FOR BI-ENNIAL REPORT 
1. Chairman i's Report 
2 . Director l's Report 
3. Welfare Department 
4. Audio Department 
5. Aftercare Department 
6. Pre-school 
7. Administrative Section 
8. Financial Review 
9. P E Deaf · Structure 
10. Executive Committees 1989/1990 
11. Annual Financial Statements (31 March 1990) 
12. Balance Sheet 
13. Income & Expenditure Statment 
, J 
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CHAIRMAN i'S REPORT 
During the past financial year, the Port 
Association has seen growth, expansion 
El i zabe th Deaf 
and deve I opmen t 
unparalled to any of the preceding years. 
We have adopted the pol icy of including a 50 % quota of deaf 
people onto our executive committee of 22 members without 
indulging in tokenism. As an Association representing the 
hearing impaired, it is only apt !hilt the association i s managed 
democratically whi 1st being truly representative of the people 
that we serve. 
Despite a rapid staff turnover 
the Association has prospered 
generosity of the public of Port 
well as the hard work that 
volunteers have accomplished. 
during our transitional phase, 
and improved thanks to the 
Elizabeth and its surrounds , as 
staff members and invaluable 
Herewith follow some of the highlights of the past years : 
- expansion of social work posts 
- development of a half day secretaries post into a full 
day secretary post 
~- appOintment of a trainee acousti c ian to professionalis e 
hearing aid services 
- purchasing of the following equipment: 
an efficient switchboard and telephone c all monitoring unit 
facsimile machine 
computer and word processor 
alarm and fire detection unit 
Through the wonderful generosity of the W E Londt Trust , we we re 
able to purchase the house at 55 Pearson Street , which is to be 
utilised as a Pre-school for hearing impaired children. 
Extens ive renovat ions were done during November and December 
1989, and comprised the following: 
painting the interior and exterior of 59 PearsqnStre e t 
enlarging the After Care Centre 
Creating a Directors office 
refurbiShing 
building a new office on the old stoep 
erecting identifying signs 
install ing an electronic safety gate 
new front driveway gates 
converting an old store-room into an en-suite t~ilet and 
washroom for the After.Care Centre 
erecting an honours sponsor board 
erecting a chairman board with historical accuracy dating 
back to 1935 
erecting of an attractive awning over the front 'door . 
All of these renovations were sponsored specifically by 
certain members of the business sector of Port El izabeth. We 
are ' most grateful indeed , and held an open day on 1 December 
1989 to show our , grat i tude and to present the resul ts to the 
general publ ic . . 
Furthermore, many administrative 
implemented as follows: 
letters of appointment 
detailed job descriptions 
rules and regulations 
conditions of employment 
oaths of confidentiality 
disCiplinary codes 
performance appraisals 
monthly budgets as management tools 
innovat ions have 
monthly departmental reports to keep executive committee 
members fully updated on all projects and progress 
corporate apparrel for staff 
name badges. 
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been 
We are most fortunate to have had the support and encouragement 
from our cl ients, volunteers, the general publ ic and the staff 
of this Association. All have been instrumental in making this 
Association a model one service wise, administrat ively, and 
financially. 
Finally, I should 1 ike to thank the members of the execut ive 
committee for their unflinching dedication and assistance in all 
'"matters. Our present 'p,dsition is the culmination of hard work, 
expertise and deternlination. May the Associat ion grow from 
strength to strength. 
J A KATHAN 
CHAIRMAN 
Elke oombl ik van die 
Hierdie vereniging het 
deur die mense wa t so 
maak. 
DIRECTOR )'S REPORT 
afgelope jaar was I'n belewenis gewees. 
geblom met al die 1 iefdevolle versorging 
hard gewerk het om I'n sukses hiervan te 
Whilst reviewing the contents Of this report, I was amazed at 
how well our staff had coped with the pressurs and unique 
cha 11 enges of change. More has been accomp 1 ish ed in the pas t 
12 months than was ever done before. For this, I would 1 ike to 
place my deepest respect and warmest thanks on .record to the 
heads Of deparments, namely Mrs Gladys Blackburn, Miss Berenice 
Hector, and Mrs Marietjie Prince. They have guided their staff, 
students, clients and volunteers with gentility and quiet 
determination. 
Veel is bereik met betrekking tot welsynsaspekte, opleiding, 
gehoorapparaa t -eva I uer i ng, gemeenskapswerk, pro j ek t e, ond.erwys, 
werkverskaffing en fondsinsameling. Regte bande is gesmee met 
diegemeenskap in breer, en belangrike dienste is gelewer. Die 
dowe gemeenskap wa~ wonderlik en het al die projekte ondersteun 
met geesdrif, ywe~'en glimlagte. 
.'" 
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The future looks promising with projects afoot to expand our 
training and workshop facilities to develop fundraising ventures 
by means of project officers, and to expand welfare facilities. 
All of our communities will receive quality services from our 
various departments. 
I would like to extend a very sincere thank you to my staff who 
have supported me, and the chairman and vice chairlady who · ha'Ue 
been pillars of strength and determination. My thanks ~lso goei 
to all executive committee members for the various r6les that 
they have played. 
My sincere good wishes go to every person that has contributed 
in any way to our Association. May there be no clouds and many 
silver linings on your horizons. 
(MS) A M CARMICHAEL 
DIRECTOR 
WELFARE SERVICE REPORT 
1. STAFF 
1.04.89 - 31.03.1990 - Miss A Carmichael: 
Director 
1.04.89 - 31.03.1990 - Miss B A Hector 
1.04.89 
1.09.89 
30.08.1989 
31.03.1990 
2. FUNDRAI SERS 
Miss A Jeftha 
Miss B P Ncame 
1.04.89 - 31.03.1990 - Mrs M Scholtz 
3. I NTRODUCT ION 
Welfare Services are , of importance to any Welfare 
organisation and as usual, the past year was a very busy ' one 
in this department. Changing of staff took" pl(Jce, but 
vacancies were filled immediately. The most significant 
developments in the Welfare Department during_' the past year 
have been: 
Wide community involvement in our street and door-to-door 
collections as well as other community work projects. 
A very successful Bazaar was held where plus minus H1 300,00 
was raised. We would I ike to thank everyone involved with 
the planning of this project as well as our donors and 
vOluntary workers. 
Building a ne~ office for a social worker on the old stoep. 
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It is thus clear that 1'89 was a tough year for us , but all the 
changes and hard work. was worth while. 
4. STATISTICS 
Case Load 
Th e f 0 I I ow i ng s t a ti s tic s wi I I give a 
the case load for the three workers 
like. 
clear picture of what 
up to 31/03/1990 was 
White social worker 76 
Coloured social worker 86 
Black social worker 150 
STATISTICS FOR THE THREE SOCIAL WORK POSTS FROM 01.0 4 .89 -
31.03.90 
TASKS WHITE COLOURED BLACK 
Interviews at office 118 135 206 
---------------------------------------~--------------- ----- -----
Process Reports 85 138 190 
Community work Interviews 22 13 20 
-----------------------------------------------------------------
Community Work Process Reports 17 18 30 
Psycho Social reports 220 78 26 
-------- ---- -------
Major Community Worlc Reports 65 27 21 
-------------------
Small Case Work Reports 393 374 242 
Sma II Commun i ty Work Repor t s 153 27 2 
Distance Travelled 6 897 km 6 333 km 2 679 
Overtime 17 628 min 12 395 min 1 962 
------------------------------------ ---------
---..:-----.:.-- ------- .. 
Home interviews 210 78 51 
-------------------
Visits to other Organisations 547 737 136 
-~--- " .. ;.-
Telephone Calls received 687 403 164 
-----------r---r-------
Telephone Calls made 865 526 417 
----------- r-----------
Letters received 464 111 24 
-----------r---------- -
Letters sent 2 181 462 314 
Supervision Sessions 35 21 7 
-----------r-----------
Case Studies 103 51 118 
• Clerical Tasks . '. 1 567 660 13 8 
-----------------------
Other General Activities 786 950 183 
------------------~----
Meetings 248 475 96 
Percentage Utilisation 143 % 100 % 75 % 
-- - -- - - --- - - - - - -- - - - - - '- - - -- -- ---
: .. 
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5. SOCIAL WORK SERVICES 
4.1 Groupwork 
Sign language classes were presented by Miss Carmichael to a 
group of Cerebral Palsied and language impaired children. 
Mi.s.s Je-ftha presented classes to a manpower group in North 
End. Miss Ncame presented classes to a group of nurSes at 
the Dora Nginza Hospital. 
Therapeutic groups were held with the Coloured Parents 
Committee. All these group sessions were very successful 
and the people concerned enjoyed it thoroughly. More groups 
planned for 1990/91. 
4.2 Community Work 
This method of social work plays an important role in the 
functioning of the P E Deaf Association , thu s were the 
following projects done during the period of 01/04/89 
31/03/1990: 
Clothing for the Deaf - letters of appeal were posted to 
schools regarding this project. The support of the 
community was tremendously good and clothes were collected 
at the different schools. Clothes were given to the 
schoolkids of St Thomas, Nuwe Hoop Centre and the Dominican 
Schools for the Hearing Impaired. This is a continuous 
project. 
Social and Spiritual Events 
Church services and Prayer Meet ings for the deaf were held 
during 1'89 with Father John from Durban, Mr Kivedo from 
Church of Christ in Gelvan Park and Rev Smith from the Dutch 
Reformed Church in Kensington. We would I ike to place our 
appreciation on record to these people who are always 
wi 11 ing to help and support the deaf in their spiri tual 
needs. May you grow from strength and may God " s richest 
blessings rest upon you. 
Newsletter 
During June and December 1989, newsletters were compiled and 
s~nt out to different businessosas well as Execut ive members 
of the deaf associat ion. This is a cont inuous project and 
we would 1 ike to thank everyone who so wi'! 1 ingly wrote 
articles for the newsletter. We do appreciate your support. 
Fundraising 
Projects were held during 1989 i.e. jumble sales, bazaars, 
cake sales, street and door-to-door collections etc. which 
were very successful. Thanks to the community for their 
wonderful support. Funds raised were utilised to the 
·benefi t of the deaf as we 11 as to the benefi t of the 
Association. 
. / 
: . . " .-
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Deafness Awareness Week 
Awareness Campaigns were launched during 1989 and 
exhibitions were held at Greena c res. The purpo s e of the 
Deafness Awareness Week is to make the hearing c ommunity 
aware of deafness as well as the abilities of . the deaf. 
Thanks to everyone who gave their support to make a success 
of this project. This is also a continuous project. 
Educational Holiday Projects - were organised by three 
social workers for June HoI idays 1989. The s c hool chi Idren 
visited the seaview Game Park as well as the main post 
Office. They"ve enjoyed the knowledge about wi Idl ife as 
well as sorting of mail. 
Volunlfier Bank 
These people fUlfi lIed an important role in the funct ioning 
of the Associat ion in this respect that they are always 
wi 11 ing to participate and assist with any proje c t that is 
being held at the Asso c iation. Recruitment s we r e done 
through the · ' year and we would I ike to thank all qur 
volunteers for their wonderful suppdrt and assistance. 
Christmas Parties 
The three social workers had their parties on different 
dates which were very successful and enjoyable. Parties 
were held respect ively at following places: Joo s te Park, 
WillowSand Popular Grove, a farm near Greenbushe s . The 
Chairman attended all three parties and was very delighted 
about the arrangements thereof. The deaf enjoyed these 
part ies tremendously and are looking forward to the JOINED 
PARTY for December 1990. 
Parent CommitteeS 
These are independent committees which were also used as 
volunteers for the Association. The Coloured Parent 
Committees were under the guidance of Miss Hector and they 
had their own fundraising projects throughout th e year. 
Funds which were raised for their annual visits to their 
children at Nuwe Hoop Centre, Worcester and the 
entertainment of their children there. Meetings were held 
throughout the year which were patiently attended by the 
members. Thanks to all of them for their wonderful support 
and willingness to always help when the neefi arises. May 
they grow from strength to strength. 
Adult Deaf Committees/Clubs 
These committees and clubs are independent. Fundraising ar. 
done on their own as well as s ocial get-togefhers and other 
projects. Eleven of these deaf adul ts were elected on to 
the Executive Committee during June and attend.ed meetings on 
a · monthly basis throughout the year . The Vice- Chairlady . of 
the Associat ion is Mrs Larraine Schwikkard, from the Deaf · 
Community. Thanks to all these deaf for their will .ingness · ' · 
to al wC'ys help and support when the need arises. . 
6. STAFF DEVELOPMENT 
Staff development included the following: 
Internal Inservice training 
Seminar on Human Management at UPE 
Conference: Fundraising in Johannesburg 
Performance Appraisels 
Conference on programmes at CPA 
Conference on programmes in Pretoria 
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Visit to Nuwe Hoop Centre for the Hearing impaired in Worcester. 
The period from 01/04/89 - 31/0 ,{ji/90 was a period of had work and 
sacrifice but we realised that to reach the top of success, 
sacrifice plays an important role in rendering services to the 
Community on the whole. 
(MS) B A HECTOR 
SOCIAL WORKER 
AUDIOMETRIC DEPARTMENT 
01.04.1989 - 31.03.1990 
STAFF 
Hearing Aid Consultants 
Mrs G Blackburn - 01.04.1989 - 31.03.1990 
Mrs J Lee - 01.04.1989 - 31.03.1990 
Admin Clerk 
Mrs McDonald - 01.04.1989 - 31.03.1990 
Assistant 
Mrs E Radu - 01.04.1989 - 31.03.1990 
Trainee Acoustician 
Miss J Horne - 01.12.1989 - 31 .03 .1990 
Caseload 
New Patients 
Old Pat ients 
Audiograms 
Dona t ions 
- 54 
- 294 
- 29 
5.09:1989 
3.01.1990 
- 22.12.1989 
31.03.1990 
• J 
- R1 081,26 
- R 906,50 
Donations were received from the public. Tota I amount was R1 987 . 
241 
General Report 
This past year has bee n a busy year, as one cansee by the numbers 
shown in the caseload. 
The department was however hampered by health problems. Both 
Hearing Aid Consultants, Mrs Blackburn and Mrs Lee took ill. Mrs 
Craighead attended to the patients during their period of 
absence. However, when Mrs Blackburn and Mrs Lee . retul'ned full 
attention was given to the patients. Mrs E Radu also attended to 
the patients by cleaning moulds, changing their tubing, etc. 
Thanks must go to Mrs Craighead for her help. Both ladies, Mrs 
Blackburn and Mrs Lee, are still recovering and prayers are said 
da i ly for them. 
At the beginning of December 1989 a Trainee Acoustician, Miss 
Janice Horne, started in the department. The Acoust ician course 
is a Technical course and runs for two years. 
During this period a wide, new range of hearing aids were 
launched by the different hearing aid companies. 
Thanks must go to everyone for their support throughout this 
,.Year. 
I would al so 1 ike to thank the Associat ion for the wonderfu l 
opportunity they have given me. 
(MS) JANICE HORNE 
TRAINEE ACOUSTICIAN 
AFTER-CARE TRAINING CENTRE REPORT 
STATISTICS FOR THE YEAR 01.04.89 to 31 .0 3 .1 990 
Students trained:- 60 
03.07 .89 
31.07.89 
28.08.89 
25.09.89 -
30.10.89 
27.11.89 
- 21.07.89 
18.08.89 
15.09.89 
16.10.89 
17.11.89 
- 15.12.89 
10 
10 
10 
10 
10 
10 
60 
AFTERCARE-CENTRE FROM 01.04.89 - 31.03.1990:-
01.04.89 16.10.89 Previous Instructress 
23.10.89 0 31.03.90 - Mrs G Thiart (Instructress) 
01.04.89 - 22.06.8Q - Previous Assistant 
03.07.89 - 31.03.g0 - Lulu Mjekula (Assistant) 
DONATIONS RECEIVED: 01.04 . 89 - 31.03.90 
Francis Steyn:-
7.07.89 - R1,00 
- Material 
- Medical Box 
Marietjie Thiart:-
04.01.90 - Total Craft - Haberdashery Worth 
31.10.89 - MGE - Bags of material 
- Hessian 
14.12.89 - Xmas Cake 
January / February: Donations for UPE Day 
Meat / Wors / Tomatoes / Onions / 
R200,00 
R200,00 
30,00 
R430,00 
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600 Curry bakkies / Chutney / Serviettes/ Rice / Curry & Spice. 
June 
October 
November 
December 
January 
February 
March 
August 
October 
November 
December 
January 
February 
March 
November 
December 
January 
February 
89 - 1 
89 - 3 
89 - 3 
89 - 5 
90 - 32 
90 - 1 
90 - 100 
89 - 1 
89 - 4 
89 - 3 
89 - 5 
90 - 5 
90 - 2 
90 - 1 
89 - 40 Local 
89 - 32 Local 
90 
90 
LETTERS OUT 
LETTERS IN 
TELEPHONE OUT 
4 Trunk 
TELEPHONE IN 
* (Still waiting for tel. stats. from volunteers.) 
, 
.. 
.. ' , .. -
STATISTICS: -
Income from Sales or fundraising 1.04.89 - 31.03.89 
JUNE 89:-
Garments 
Tops 
Tops 
Goods sold 
Wardrobe 
Garments ' 
July 
August 
SEPTEMBER 90:-
Garments 
Garments 
Garments 
~ 
October 
November -
December -
R35,OO 
6,00 
23,00 
30,00 
15,00 
32,00 
R141,31 
R63,OO 
9,00 
9,00 
R87,OO 
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January 1990 - UPE Day - R54,20 (loss) (still dolls and glasses 
to be sold) 
Candlewicking classes R554,20 
R500,OO 
February 1990 - Gloves R861,OO 
March 1990 - Candlewicking R240,OO 
PRE-SCHOOL REPORT 
" 
500,00 
861,00 
240,00 
R1 829,31 
On 16th -january 1990, a language stimulation class for pre-school 
children was started by the Deaf Association. As the Deaf 
Association had no premises for this class at that time,St 
Anne i's Pre-school generously allowed us the use of one .of thefr 
classrooms. 
The class started with five pre-schoolers, but we had t{) soy 
goodbye to Brendon $haw in March as his family moved to Pretoria. 
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During the 1st term 1 was fortunate enough to be dble to v.isit 
Tygerberg. !fJlrs Butler Wheel-House paid for my transport and Mrs 
Bourne welcomed me into her home in Cape Town. 
1 observed c I ass 
interesting items 
my own class. 
teaching speech therapy classes and many other 
and have since appl ied much of what 1 saw, in 
After the hoi idays 
Association bought 
lounge/diningroom 
themain bedroom is 
we moved into our own pre-school . The Deaf 
a house (59 Pearson Street) and at present the 
area is being used as one classroom while 
housing glove workers on a temporary basis. 
To date we have had two Parent meet ings and they were both 
fruitful. At the meeting on the 22nd of May, Miss Jenny Jansen, 
a child psychologist was present to offer her assistance to both 
children and parents. 
Generous donations for the pre-school so far this year have been 
made by Round Table and Delta. 
On beha I f oft he ch i I dren 1 wou I d like tot hanT, t he above 
mentioned for their support. Thank you to the parents, Mrs 
~ Simpson, the strfff of the Deaf Associat ion and to many others who 
have done so much to make our school a happy and successful 
learning environment for our children. 
MRS MaYNES 
PRE-SCHOOL TEACHER 
P E 
STAFF 
Secretaries 
Past Half day Post 
Past Half day Post 
DEAF ADMINISTRATION SECTION 
Mrs Lynn Pask (Mornings only) 
Miss C Renze (Full time) 
Book-keeper 
Past Half day Post 
Mrs Lynn Pask 
" 
This section enables all other divisions in the Association to 
function effiCiently. Members of this section often have' to work 
under great pressure and their efforts are appreciated by all. 
, 
.. 
.' .-
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FINANCIAL REVIEW 
The P E Deaf Associat ion can hold its head high for ' the present 
financial year. We have been fortunate to receive an amount of 
approximately R15 000,00 in general donations from the very 
generous publ ic and business sector of Port EI izabeth. 
The donors of more than R1 000,00 being listed hereunder: 
Nellie Atkinson 
Maybaker 
University of Port Elizabeth 
Mayoress Christmas Cheer 
S A Pol ice (EP) 
F Lens/ey 
P L du Plessis 
Plascon Evans 
Round Table No. 8 
Vivienne & Birney 
Metair Investments 
Childrens Foundation , 
Mary King Hoy 
Mr Clive Pillay 
EVan Zyl 
--Gea rmax 
Delta Corporation 
We also received a very generous amount of R149 187,22 with which 
we are able to purchase a house in Central as a future investment 
and which wi II be used as a Pre-school for Deaf Chi Idren of all 
races. (W.E. Londt trust fund) 
We are in a comfortable position, financially, at the moment but 
in order to keep our success rate at its present level we have 
adopted a very comprehensive fundraising policy for the coming 
financial year. 
Conclusion 
All our services have the deaf and their fami I ies as the focus, 
as the enhancement of their lives at all levels remains the 
main objective. 
A.M. CARMICHAEL 
DIRECTOR 
, 
.' 
.' 
'. -
, ' -
.,.. 
EXECUTIVE COMMITTEE FOR 1989/1990 
OFFICE BEARERS 
CHAIRMAN: Mr J Kathan 
VICE-CHAIRLADY: Mrs L Schwikkard 
HON. TREASURER: Mr BOwen 
CHAIRMAN OF STANDING COMMITTEES 
HOUSE & TECNICAL: Dr J Blackburn 
WELFARE: Mrs L Schwikkard 
EUDCATION: Mrs L Simpson 
FINANCE: Mr BOwen 
TRUSTEES 
Dr Lane 
Dr Blackburn 
Dr Sher 
COMMITTEE MEMBERS 
Dr Lane 
Dr She r 
Mrs Kennelly 
Mrs Odendaal 
Mrs Pretorius 
Mrs Dangers 
Mrs Derbyshire 
, 
. -
Mrs S Radermeyer 
Mr J Dobson 
Mr D Sibidla 
Mrs C Tabata 
Mrs Blackburn 
Mrs U Fortuin 
Mrs V Sm it h 
,. 
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APPROVAL OF ANNUAL FINANCIAL STATEMENTS 
1 
1 
2 
3 
4-6 
The annual financial statements set out on page 2 to 6 were 
approved on 23 may 1990 and are signed as fallows: 
CHAIRMAN TREASURER 
REPORT OF THE AUDITORS 
To the members of the Port Elizabeth Deaf Association 
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We have examined the annual financial statements set out on page 
2 to 6. 
In common with similar organisations, it is not feasible for the 
association to institute accounting controls over cash collection 
from donations prior to the initial entry of the collections in 
the accounting records. 
Accordingly it was impractical for us to extend our examinat ion 
beyond the receipts actually recorded. 
Subject to the effects of any adjustment which might have been 
necessary had it been possible for us to extend our examinat ion 
of cash receipts, in our opinion, these financial statements 
fairly present the financial position of the association at 31 
March 1990 and the resul ts of its operat ions for the year then 
ended in accordance with generally accepted accounting practice. 
p!Gi7(~ ~ 
CHARTERED ACCOUNTANTS (SA) 
PORT ELIZABETH 
23 May 1990 
, 
.' 
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PORT ELIZABETH DEAF ASSOCIATION 
INCOME STATEMENT 
for the year ended 31 March 1990 
INCOME 
Donations and Bequests 
EP Herald Christmas Cheer 
Interest received 
- on savings, fixed deposits and 
participation bonds 
- on debentures 
Subscriptions 
Profit on trading 
Surplus on fund raising projects 
Profit on sale of donated assets 
Subsidies received 
EXPENSES 
Salaries and wages 
Christmas Cheer 
Property expenses 
Administrative expenses 
Depreciation 
- furniture and fittings 
- special equipment 
Audit fee - current 
- prior year under provision 
, other services 
After care centre 
Extraordinary item 
- loss on investments 
Income from WE Landt Trust 
Less Transfer to Building Fund 
BALANCE TRANSFERRED TO GENERAL FUND 
. ) 
1990 
R 
18 672 
1 200 
31 950 
260 
70 
4 652 
8 178 
3 688 
130 805 
199 475 
105 885 
1 297 
16 426 
32 284 
1 423 
306 
1 600 
180 
7 328 
174 148 
174 148 
., 
25 327 
153 922 
(153 922) 
25 327 
· 1989 
R 
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11 413 
1 100 
13 397 
1 n,?5 
11.3 
12 944 
6 334 
1 000 
62 864 
11 0 200 
54 574 
1 012 
4 107 
20 701 
897 
892 . 
. 1 050 
255 
370 
5 431 
96 779 
4 722 
101 501 
8 699 
5 240 
(5 240) 
8699 
Pim GOldby ____________________________________________________ ~ 
250 
PORT ELIZABETH DEAF ASSOCIATION 
BALANCE SHEET 
At 31 March 1990 
Note 1990 1989 
R -R-
Accumulated Funds 
GENERAL FUND 
Balance at beginning of year 147 233 138 534 
Surplus for current year 25 327 8 699 
172 560 147 233 
BUILDING FUND 
Balance at beginning of year 85 634 80 394 
, 
Income credited during current year 154 022 5 24U 
239 656 85 634 
412 216 232 867 
Employment of Funds 
FIXED ASSETS 2 156 970 32 644 
INVESTMENTS 3 294 637 144 153 
CURRENT ASSETS 
Stock 19 428 14 423 
Debtors and prepayments 18 813 46 471 
Cash resources 47 033 8 335· 
Reubin Birin Special School 1. 000 
85 274 70 229 
CURRENT LIABILITIES 124 665 ,14 159 
NET CURRENT (LIABILITIES)/ASSETS (39 39 ol.) · 56 070 
-. 
2[12 216 232 867 
. ) 
Pim GoldbY, ___________________________ --l 
PORT ELIZABETH DEAF ASSOCIATION 
BALANCE SHEET 
At 31 March 1990 
Accumulated Funds 
GENERAL FUND 
Balance at beginning of year 
Surplus for current year 
BUILDING FUND 
Balance at beginning of year 
Income credited during current year 
Employment of funds 
FIXED ASSETS 
INVESTMENTS 
CURRENT ASSETS 
Stock 
Debtors and prepayments 
Cash resources 
Reubin Birin Special School 
CURRENT LIABILITIES 
Cred it ors 
NET CURRENT (LIABILITIES)/ASSETS 
, 
.. 
Note 1990 
-R-
2 
3 
147 233 
25 327 
172 560 
85 634 
154 022 
239 656 
412 216 
156 970 
294 637 
19 428 
18 813 
47 033 
85 274 
124 665 
(39 391) 
412 216 
1989 
R 
251 
138 534 
8 699 
147 233 
80 394 
5 240 
85 634 
232 867 
32 644 
144 153 
14 423 
46 471 
8 355 
1 oeo 
70 229 
14 159 
56 070 
232 867 
Pin! Goldby ________________________________________________ ~ __ ~ 
.: '. 
. ~ .. , 
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PORT ELIZABETH DEAF ASSOCIATION 
NOTES TO THE FINANCIAL STATEMENTS 
31 March 1990 
1. ACCOUNTING POLICIES 
The financial statements are prepared on the historical cost 
basis and incorporate the following principal accounting 
pol icies, which have been appl ied on a basis consistent with 
the previous year. 
1.1 All assets other than land and bui ldings are depreciated on 
a straight line basis over the expected useful lives, which 
are generally as follows: 
1.2 
Years 
Audiometers 10 
Sundry equipment 5 
Furniture and fittings 10 
No depreciat ion is provided in respect of freehold land and 
bui ldings. 
Listed and unlisted investments 
and are stated at market value . 
valued on a portfoliO basis. 
are of a long term nature 
These investments are not 
1.3 Stock comprising hearing aids, is stated at cost determined 
on a first-in first-out basis. 
2. FIXED ASSETS 
2.1 Fixed assets comprise: 
Land and buildings - at cost 
Audiometers and school aids 
- at cost 
- less accumulated depreciation 
Office furniture and equipment 
- at cost 
- less accumulated depreciation 
1990 
R 
136 780 
12 858 
11 563 
1 295 
.. 
23 775 
4 880 
18 895 
156 970 
1989 
R 
24 677 
12 858 
11 257 
1 601 
9 823 
3. 457 
6 366 
32 644 
. ~ .... 
Pim Goldby ______________________________________ ~~------~ 
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PORT ELIZABETH DEAF ASSOCIATION 
NOTES TO THE FINANCIAL STATEMENTS 
31 March 1990 
1990 1989 
R R 
2. FIXED ASSETS (Cant inued) 
2.2 Land and bui ldings 
Land and buildings situated at 
59 Pearson Street, Port EI izabeth 
(Err 2773). 
At cost in 1969 20 533 20 533 
Improvements - 1987 2 868 2 868 
- 1988 1 276 1 276 
24 677 24 677 
Land and buildings situated at 
55 Pearson Street, Port EI izabeth 
(Err 2770). 
At cost 1989 112 103 
136 780 24 677 
3. INVESTMENTS 
Debentures 
Sorec 2 412 2 412 
Rand Selections 8 905 8 905 
Anglo American Properties 1 200 1 200 
12 517 12 517 
Market value 1990 - R12 733 (1989 - R12 517) 
Participation Bonds 
Fidelity Nominees Limited 11 150 11 150 
Fixed and special deposits 
.' Fidel i ty Bank 149 187 
SA Permanent Building Society 15 000 15 000 
First National Bank Limited 34 790 73 790 
Syfret l's Bank 32 993 31 696 
San tam Bank 39 000 
270 970 120 486 
2.114 6,37 144 153 
. ) 
Pim GOldby __________________________________________________ ~ 
PORT ELIZABETH DEAF ASSOCIATION 
NOTES TO THE FINANCIAL STATEMENTS 
31 March 1990 
4. TAXATION 
Due to the fact that the Association is a non-profit 
organisation, no provision has been made for taxation . 
• . .
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APPENDIX F 
SCHEMATIC REPRESENTATION OF THE COMMUNITY WORK/PUBLIC RELATIONS 
MODEL 
· Identifying problem 
_planning/research 
· programme devising 
· eli citing supporj 
· mobilising parti-
cipation 
·motivating 
· educat ing 
administration 
use of technology 
volunteer programme 
. gu i dance 
lInking to 
assistance 
support 
mediation at exec-
ut ive level 
spokesperscn if 
requil'ed 
co-ol'd ina t 01' 
areas 
'Public relations 
'planning communication strategies 
M::!rlretirg advert ising G:
'mPlementing marketing strategies 
publicity stunts and campaigns 
·resource development 
. image development 
.upgrading service renderin g 
Commun i ty 
Work 
Programme 
"benefitting" communi ' 
involvement at all' l c···· 
increased self worth 
. ac t i ve pa r tic i pa t ion 
. growing closer to thr 
professional help,inn 
system 
Market ing 
"broader" community 
supporting programme 
participation where possible 
being educated 
making facilities available 
learning about services of 
organisation 
• 
. ' 
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